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Cash in on the most powerful array ot dominant ad- “HALF THE 
FUN OF 
HAVING 
FEET” 


vertising ever assembled tor RED GOOSE SHOES 
It starts Sunday, August 17th! " National adver 
tising on a local basis” in 55 great Sunday 
newspapers... plus color ads in 8 great 
national magazines... Over 73 mil- 
lion messages appearing before a 
total combined circulation of 

over 34 million readers 
many of them in your 


community! 


The Best-known 
Juvenile Shoe Trade 
Mark in America 
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. ) 's most talked about, most 


walked about Shoes are made with 


The consistent approval 
of so many of the nation’s 
foremost manufacturers 
proud of their outstanding 
records of achievement in de- 
signing and craftsmanship... 
stands as overwhelming proot! 


of Tandrite pre-eminence. 







E. HUBSCHMAN & SONS, INC. 





THE “KENT” Al 
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BY FOOT SAVER” 









Built by JULIAN & KOKENGE CO., Columbus, Ohio. 


Closed heel and toe: welt sole. Tandrite Calf, Color No. 313. 



















































TRADE MARK REG. U. S. PAT. OFF. 
FOR CHILDREN, MISSES AND SENIOR MISSES 
It takes fine materials and good workmanship to produce good shoes. 
That's why Kali-sten-iks are classed with the finest in footwear. 
| Shoe merchants everywhere have always associated the name of 
| Kali-sten-iks with Quality and Dependability. 
| : j 
THE GILBERT SHOE CO. 
THIENSVILLE, WISCONSIN 
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O07 cOmeece FOR SHOE 


Holland-Racine Dealers place a high value on their independence “) 
and so do we. Seeing eye to eye on the importance of this independence 

we seek at all times to strengthen it, never to compete with it, through — 
company stores. 


HOLLAND -RACNE SHOTS MC 


NATIONALLY ADVERTISED IN POST, COLLIERS, LIBERTY, ESQUIRE 


HOLLAND-RACINE SHOES, we. micnican 
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DRNISS : 
oP nots THE IRVING DREW SHOE CORPORATION 


LANCASTER, OHIO . NEW YORK, 746 MARBRIDGE BLDG. 
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STYLE 
No. 8833 





Fine Pennsylvania craftsmanship, os well as proved foot-health features 
and fine fit, make Pollyanna the dependable bread-and-butter of child's and misses’ 
shoe operations in leading stores and departments. Think of this when you reorganize 


your children's business on brands you want to live with. 


A.$. KREIDER SHOE CO. 


NEW YORK CITY SHOWROOM 


ANNVILLE, PA. 
Marbridge Bidg., 47 W. 34 St. 
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PRICE RESISTANCE MEANS 





e Sure the consumer is balking at prices. But 
most of the resistance is aimed at increases 
that are not justified by value. There 
has been no resistance to quality! 
Walk-Over shoes, for example. are 
more in demand than ever! 
Consumer selectivity has merely 
served to whet the retailer's 

appetite for shoes that rise above 
average standards. By consistently 
refusing to compromise on style 

and quality, Walk-Over remains a 
preferred resource among the 


country s foremost dealers. 


Have you seen our line lately? 


Walk-Over prices $12.95—$15.95 


WALK OVER SHOES 


New York Sales Rooms, Geo. E. Keith Company, 
Marbridge Building—822 and 906 Brockton 63, Mass. 
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“How a little silence 


saved a sale!” 


“Oh-oh,” whispered the boss as a sour-faced man in a 
turned up Panama came in the door. “Here's Mr. Whittle 
again. Every time he comes in, I talk myself dry. And 
still 1 don’t sell him.” The boss nudged me. “You've 
got a smooth tongue. You try your luck.” 


Mr. Whittle fingered his hat impatiently as | came 
up. “We don’t keep customers waiting in our office.” 
he barked. “Now I want shoes . . . just plain shoes. 
S-H-O-E-S.” 

“Yes, sir. Any particular style?” 

“Something like those,” snapped Mr. Whittle, point- 
ing to a pair of Scotch grain oxfords on the showcase. 
_| pulled out a pair in his size and slipped them on his 
feet. My most persuasive sales talk was on the tip of 
my tongue, when suddenly an idea hit me. | didn’t try 
to sell him. Instead I just sat back and smiled pleasantly. 

Mr. Whittle eyed me suspiciously. Several seconds 
of electric silence passed. Finally he said, “Well, haven't 
you anything to say about these shoes?” 

“If you'll take a few steps,” I answered quietly, “the 
shoes will speak for themselves.” 

Mr. Whittle tried to glare, but only managed to look 
slightly confused. After a few seconds, he rose and 
stepped down the aisle. “They . . . they feel rather . . . 
comfortable,” he admitted reluctantly. 


“They're made with a midsole of Armstrong’s Cushion 
Cork,” I replied. 

“Well . . . well, young man,” he urged, sensing a 
possible sales talk. “Go on. What is this Cushion Cork?” 

“It’s a springy, resilient material,” | explained simply. 
“It cushions the foot.” 

Mr. Whittle looked disappointed when I stopped. 
Again he walked down the aisle, flexing the shoes. I 
heard him muttering to himself as he turned back to 
me. “You know, if this pair didn’t seem to feel better 
and better every minute...” 

“Cushion Cork is flexible,” I told him. “Helps shoes 
break in quickly.” Again I smiled. 





i. ,. COMFORT TO EVERY STEP 


Mr. Whittle squinted at me doubtfully. Then a slow 
smile pushed his wrinkles aside. “You know,” he said, 
“it's really a pleasure to buy when you're al- 
lowed to make up your own mind. So let's @ 


have no more talk, young man. Wrap em up.” 
* * * 


You'll Help Customers Sell Themselves when you show them 
shoes made with Armstrong's Cushion Cork. For they'll instantls 
notice the marked difference in comfort of this springy, resilient 
shoe material. Be sure to specify Cushion Cork in your next 
shoe order. Armstrong Cork Company, Shoe Products Depart- 
ment, 9607 Arch Street, Lancaster, Pennsvlvania. 


ARMSTRONG’S SHOE PRODUCTS 


BOX TOE MATERIALS + FLEXICORK + FILLERS - CUSHION CORK - CORK COMPOSITION 


CUSHION CORK, FLEXICORK ARE REGISTERED TRADE-MARKS. 


6 
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EYE-POWERED SALES APPEAL 


SOLES BY Rajah 





There's something in the smooth good looks of 


Rajah Soles that tells of feather lightness, 
super comfort and wear that goes on and on. 
Feature Rajah Soles in your store . . . watch 
your customers fall for them. You won't 


have cto tell ‘em . . . just sell ‘em! 


AS ADVERTISED 


| Kaah SOLES 





im ECAquUce 
5S. Pat. ofr 
The better the sole — the better the shoe. 
Founded 1837 
ALFRED HALE RUBBER COMPANY, NORTH QUINCY 71, MASSe ? 
7 
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No. 4882 
PATTY 


No. 1878 
NYMPH 


Division M 


ARILYN S 








No. 1824 
SUSANNE 





@ These four styles will be featured in 
KICKERINO advertisements appearing 
in such national magazines as SEVEN- 
TEEN, MADEMOISELLE, JUNIOR BAZAAR, 
TODAY'S WOMAN and MODERN 
SCREEN. Cash in on KICKERINO’S in- 
tensive advertising and merchandising 
program by having these styles in your 
stock. Our representative will call at 


ye your convenience. Let us know when. 


HOE CO., 1229 W. Vine St., Milwaukee 5, Wis. 
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HAND-FASHIONED QUALITY 





As ustrated . $12.50 


OF O65 2 we ee oe 


Style 205 
In Stock 


AN authentic Moccasin interpreted in the Taylor Tradition . . . smartly 
informal footwear hand-fashioned in soft, resilient Golden Chestnut . . . 
tannage without peer. Distinctive Taylor craftsmanship brings to this 
illustrious Moccasin a sound, double-soled construction, adding subtie 


strength for rugged wear. For those justifiably proud of their footwear. 





ies f. £. TAYLOR CORP. MANUFACTURERS BOSTON, MASS. 
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THE WORLD-FAMOUS | A 
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W.L. Douglas Shoe TRADE MARK ? 
Known, respected, trusted, : : Caw + SRvmee 
' ... @ Sales-builder : Z a 
since 1876 i 
. £ 


TODAY’S SELECTIVE,COMPETITIN\ LARKET 


NEW THINKING ....-. A NEW SELLING 


Douglas Accepts This Challenge with the Most 
Aggressive Selling and Merchandising Plan in the 
Industry. . .DESIGNED TO HELP YOU CAPITALIZE ON 
THE PROVEN CONSUMER ACCEPTANCE OF W. L. 
DOUGLAS SHOES! 


ADEQUATE 
Oug. Parvv 
W.L. DOUGLAS @ SHOE CO. BROCKTON (5S, MASS. & asa ad welts come 


New York Offices, 508-510 Marbridge Bidg., New York 1, N. Y. 


West Coast Offices, 401-402 Haas Bidg., Los Angeles 14, Calif. to those dealers who feature 


W. L. Douglas Shoes 


a 


They had to be good to he leaders since 1876 


/f 
He 





The hand of a Master 
Craftsman is behind 
this trusted trade- 5 


mork 
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MERCHANDISING 
HELPS 


such as: 
1. seasonal window displays 
2. colorful inside neon signs~_& 
3. striking counter cards ~~ © COOPERATIVE 


. 4. special permanent @ NEWSPAPER AND 
signs RADIO ADVERTISING 


complete mat and radio com- 
mercial service available 
to all W. L. Douglas 
dealers 





a 


T | CALLS FOR 
G | FORMULA! 


Announcing 


PEG-ARCH 
© SHOES 


new fine ‘ 





ouglas Shoes 


W.L. DOUGLAS OUuGis BROCKTON (S.MASS. 





A FEW W. L. DOUGLAS FRANCHISES NOW BEING OFFERED IN CERTAIN Tenmivonies 
W. L. Dowgles Shoe Company 
161 Spork Street,. Brockton 15, Massachusetts 
lam interested in knowing more about the Douglas Merchan- 
disng Plon and co Douglas Franchise for my community. Please 
hove your salesman call at once. 


“i 
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WE’RE TELLING OVER 


100,000,000 


OF YOUR 
VALUE-MINDED. 
CUSTOMERS... 


wit u.s 
RUSSER HEELS 


STYLE 
No. F3051 


@ Yes... that slogan is working for you... 

working in powerful national magazine and newspaper 
advertising . . . working to tell your customers 

about the fine styling, the expert craftsmanship, the 
wonderful comfort, quality and value that 

have won an ever-widening consumer acceptance 

for AIR-O-MAGIC Shoes. Keep your eye 
on the ball. Feature AIR-O-MAGIC! 


MODERATELY PRICED 


MARION SHOE DIVISION, Daly Bros. Shoe Co... inc., 309 Wes! 2nd St., Morion, indions 
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Merely to see them is to sense 

that these are shoes designed and crafted 
by a man whose coreer has been devoted 
to creating fine footwear. 

Most styles $12.95 to $14.95 


SBICCA, INC., Empire State Bidg., New York 1, N.Y. 








Gia Ya 


MADEMOISELLE for AUGUST 


\n 426,000 Reader» 
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Good shoe styling benefits from the struc- 
tural support of a well-fitted shank. You can 
depend on Vita-Tempered Shanks and 
United's expert fitting service to assure you 
of the right shank, the right fit and a 
continuing supply of strong, 


uniform shanks. 
Are tough, herd, uniform @ Fit like master models 
@ Clean, ready to use @ Preserve bolanced treod 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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GODMAN REPRESENTATIVES and TERRITORIES HANDLED 


peer? Bernstein, 2908 Oakley, Baltimore, Md. 
.. Md., W. Va., D. C., Phil. 

Mahlon Brown. 502 W. Main, Tupelo, Miss. 
Miss., La. 


Richard Donegan, St. Mark Hotel, 
Oakland, Cal. 
Cal., Nevw., Ariz. 


Harry Drake, 25 Bullit Pk. Pi., Columbus, O. 
Ohio, Mich., Ind. 

Richard Janik, Southland Hotel, Dallas, Tex. 
Texas, New Mex. 

B. K. Jennings. 1916 San Marco P1., 
Jacksonville, Fila 


Fla., Ala., Ga., S.C. 


Flory Mendicino, 314 W. 17, Cheyenne, Wy. 
Colo., Utah, Wy., Mont. 


M. N. O'Connor, 645 Marbridge Bide. 
New York City 
N. Y., N. J.. New Eng. 


fic Olson, 4153 Oakland, Minneapolis, Minn. 


Mina., Wis., lowa, N. D., S. D. 


F. E. Powell, 3325 S. Grand, Spokane, Wash. 
Oregon 


Wash., Idaho, 
Ryan, 1408 Indianola, Columbus, O. 
ieb., Kan., Okla. 
Cari Schuh. 14718 Bayes, Lakewood, O 
Penn., N. Y. 


Bert Slack, 45 Rye Lane, 

Clayton (St. Louis) Mo. 

Ky., Tenn. 

R. L. Sullivan, Box 302, Galesburg, Ill. 
Ml., Mo., Ark. 


Yaetal- Teed 


backed by the integrity of 
a company that has beer 
manufacturing good shoes 
for 64 years 


THE H. C. GODMAN CO., co.umsus 16, OHIO 


July 15, 1947 





Me 


esi 


tp, 
/ — wettB f / 


, 
2 


FOR THE FINEST SHEARLING MONEY CAN BUY-ASK FOR LASKINLAMB! 


For outdoor footwear—fireside slippers, there is nothing to equal the lustre, 
depth and warmth of this first and finest of all dyed lamb. 


ILLUSTRATED: Boots with Laskintan lining, and cuffs of Laskinlamb. 
Laskinlamb slippers available in blue, red, green, burgundy, logwood and white. 
Be sure to ask for Original and Genuine Laskinlamb and Laskintan. 


J. LASKIN & SONS CORP., 130 WEST 30th ST..NEW YORK 1, N. Y.- FACTORIES: MILWAUKEE, WESCONSIN 
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GERBERIC 


Was teeters cc the 


face of the earth, have quite so 
much “get-up-and-go” to their 
make-up as our American 
youth. When there is a job to 
be done, they do it quickly, effi- 
ciently, then off to sports and 
play. Whenever you see a par- 
ticularly fast-moving boy, it’s a 
safe bet that he’s wearing 
Gerberichs’, or that he would 
like to wear them. The loyal 
support of these active boys has 
made Gerberichs’, America’s 
Most Popular Line Of Boys’ 


Shoes. 
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SET 
YOUR COURSE 


@ To create more traffic, more prestige, more profits for 


your store you can set your course with the aid of these four new eye-attracting window 
punels. Designed to tie in with Fortune's colorful, full page Fall advertising in 
Collier's and True, special lighting gives these panels an unusual depth, 
brilliance and lifelike clarity. Window promotions built around these 
dynamic displays will make your prospects stop, look and enter .. . and 


buy. Fortune again leads the way 


SHOES FOR MEN 


RICHLAND-DAVIDISON SHOE CO «+ DIVISION GENERAL SHOE CORP + NASHVILLE + TENNESSEE 
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WALKERS 









a . by ‘ 
%. J.P SMITH SHOE CO. 
; CHICAGGILL. 
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Cd e e¢ e e e the message 


is traveling to the trade everywhere, 
because today LaCrosse offers 
- NEW, up-to-the-minute STYLING. 


- The same famous QUALITY. 
- Anew, COMPLETE LINE of rubber footwear. 





- Service from factory floor stock. 


a) 


& « 





LACROSSE RUBBER MILLS COMPANY 
US BOOB. - BOisesastn 
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A PROFITABLE MERCHANDISING PLAN. 
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This attractive, full col- 
ored Sign of Comfort on 
your door or window 
will increase patronage. 











FOR EVERY BUSINESS 


NEW era in the retail field—air 

conditioning —was introduced ten 
years ago when Chrysler Airtemp 
pioneered Packaged Air Conditioners. 
Their present great popularity is a 
tribute to proved dependability and 
profit-making qualities. Both are the 
result of famed Chrysler Corporation 
engineering skill and mass produc- 
tion economies. Investigate at once! 





AIRTEMP DIVISION OF CHRYSLER CORPORATION, 


Dayton 1, Ohio 
in Canada: Therm-O-Rite Products, Lid., Terente 


SIMPLIFIED COOLING <= 


Vea 


— ee 














(Cvt-owey view) 


The cooling unit with the famous 
RADIAL SEALED COMPRESSOR! 


Only in Chrysler Airtemp Packaged Air Conditioners can 
you get this sturdy mechanical unit. Dynamically balanced. 
Moving parts Superfinisbed. Divect drive (no belts and 
puileys to get out of order). Starts unloaded. These 
features mean long life, low operating and upkeep costs. 











HEATING - AIR CONDITIONING 
COMMERCIAL REFRIGERATION 
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Please send me your free booklet —"A Sound 
Investment in Modern Business.” 


Nome 





Business Address 





City —— State - 
(B82 
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for shoes made stretchable with 


THE MIRACLE YARN THAT MAKES THINGS FIT 


Millions of women are waiting and watching for 
shoes elasticized with Lastex yarn. They know from 
pre-war experience that such shoes are unsurpassed 
for fit, for comfort, for ability to hold the trim 
topline so much desired. Ask for the advantages of 
Lastex yarn in making your commitments for Fall. 
And when the shoes come be sure to tell your 


customers about them. 


For models, samples and prices of those types of shoe materials made with Lastex yarn 
which are now available, apply to ALFRED VAMOS, 406 Marbridge Building, New 
York City. Alfred Vamos is the inventor and patentee* of Vamos stretchable shoes and is 


the selected consultant for shoe manufacturers using materials made with Lastex yarn. 
* Patents assigned to l nited States Rubber Co 


Lastex ... an elastic yarn manufactured exclusively by United States Rubber Company 
1230 Avenue of the Americas + Rockefeller Center + New York 20, N.Y. 
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Ss featured in VOGUE and advertised consistently in McCall's, Good Housekeeping and Woman's Home Companion 








WOHL SHOE COMPANY ° SAINT LOUIS, Bisse =a 
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CUSHION 
. HERE 








SUPPORT HERE 





THE UNIQUE ARCH-FEATURE SHOE 
WITH 3-POINT SUSPENSION 


The scientifically designed insole on BALL-BAND ARCH-GARD 
shoes is built up with buoyantly soft sponge rubber to provide firm but gentle 
support for the bones of the foot at three critical spots—at the heel, the metatarsal 
arch, and at the longitudinal arch. There is only one ARCH-GARD. It’s an 
exclusive BALL-BAND feature. Look for the name “ARCH-GARD” right in the 
shoe. MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Indiana. 


THE RED BALL POINTS THE WAY TO PROFITABLE MERCHANDISING 
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FALL 



























As readers of Parents’ Magazine thumb through the 
September issue, they’li see a page-dominating ad 
—in color—for LirrLe YANKEE Shoes. At the same 
time, readers of September Good Housekeeping will 
be seeing another LirrLe YANKEE advertisement. 
Both of these ads are timed just right for your back- 
to-school business. Both feature the highly effective 
selling slogan, “Little Yankees are designed to keep 
little feet normal.” Both will help make this your 
busiest LirrLE YANKEE season! 


OT ee ae 


-_— . 


offers you these high-powered, sales-building aids! 


FREE! @ Newspaper Mat Service. 
51 complete ads for local 
newspaper use. 
At Cost:@) counter Card. 9” x 12”. In 


color. 


8 Price Tags. 


OQ window Display Piece. 
30” x 40”. Full color. 
Permanent Display Piece. 
8%" x 11%”. Full color. 
Wood backing. Lacquered. 


6) Electric Plastic Sign. 7x 12° 
Buff letters on maroon 
background. Fluorescent. 
Luminescent. Metal base. 


—DESIGNED TO KEEP 
LITTLE FEET NORMAL 






“GREAT SHOES FOR LITTLE AMERICANS” 


The Yankee Shoemakers * Newmarket, New Hampshire 
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Wholesale Distributors 
IN BOSTON 


Feine Trimming Co. 

Fashion Shoe Form & Supply Co. 
IN NEW YORK CITY 

Nat Siegel, Inc. 

Jas. B. Williams, Inc. 

IN DALLAS 

Standard Fixture Co., Inc. 

IN MONTREAL 

M. J. G. Hogan 
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INSIDE EVERY SHOE / FOR BETTER DISPLAY - 
Ttcnannseetnsin _> per pair $2 “°° 









o1maA 


FOR HIGH HEELS 
All 3 heights 





With shoe forms as with everything else, it's wise to benefit 
by the experience of the leaders in the field. And with shoe 
display men who know best, it’s a well-established fact that 
shoes shown on Universal's Forms sell faster because they fit 
better, therefore look better! They're made of a weighted non- 
flammable durable plastic in neutral flesh . . . 3-toe style with 
closed top. Order today for better display results next Fall! 


UNIVERSAL FORM CORPORATION 


Send mail: 77 Summer Street, Boston, Mass. 
Showrooms: 33714 So. Hill St., Los Angeles - 30 E. 20th St.. New York City 





THESE 


TYER 


DISTRIBUTORS 
CAN SERVE YOU 


FROM STOCK 


One of these Tyer distributors is conveniently located to serve you. He can take care of your early order 
deliveries of waterproof and canvas footwear and can serve your active season needs from stock. Call the one 
nearest to you. We are sure that you will like his service and our merchandise. 





ADAMS ae GOODS Co. Tel. 21777 
82-84 Columbia St., Bangor, Maine 


CHARLES KEMLER SHOE CO. Tel. Liberty 1604 
144 Lincoln St., Boston, Mass. 
TYER RUBBER CO. Tel. Andover 570 
Andover, Mass 
TYER RUBBER CO.c o HAMILTON RUBBER FOOTWEAR BRANCH Tel. Worth 22382 
159 Duane St., New York City, N. ¥ 
ALEXANDER RUBBER CO Bell Tel. Market 5460-5461 Keystone Tel. Main 1455 
15 North Fourth St., Philadelphia, Pa 
M PEREL Tel. Calvert 0754 
18S Hanover St., Baltimore, Marvland 
WINGO, ELLETT & CRUMP SHOE CO, Tel. 2-3383 
Richmond, Va. 
LYNCHBURG JOBBING HOUSE Tel 3161 
700 Commerce St., Lynchburg, Va 
ROBERT E. COMINS, INC Tel. Atlantic 8240 
907 Fifth Ave., Pittsburgh, Pa 
SHARWELL BROS. SHOE CO Tel. Main 1477 
1276 West 6th St., Cleveland, Ohio 
AMERICAN SHOE CO Tel. Randolph 4779-4780 
251 West Jefferson Ave., Detroit 26, Michigan 
LOEB SHOE CO Tel. Cherry 7462 
324 Elm St., Cincinnati, Ohio 
BELKNAP HARDWARE & MFG. CO Jackson 1341 
111 East Main St., Louisville, Ky. 


C W MARKS SHOE CO Tel. Central 4551 
41 South Wells St., Chicago, Illinois 


A. GRALNICK SHOE CO Tel. Central 0786 
1315 Washington Ave., St Louis 3, Missouri 
I. MATHES & SONS SHOE CO Tel. Central 0194 
1314-16 Washington Ave., St. Louis, Missouri 
MERCHANTS SUPPLY CO Tel. 1441-1442 


Sixth & lowa St., Dubuque, Iowa 
SALES OFFICES 


RUBBER COMPANY 109 West Medison, Chicago, I 


Room Olson 
Tel. Franklin 2935 


tans § | Manhattan, Los Angeles, California 
Andover, Massachusetts wth Manhatten, Los Angeles, Ce 


VY S Al * Gusategs Ave., Syracuse, New York 
‘ 5 ° L. Lamb Tel Syracuse 5-1096 


Branch: 159 Duane St., N. Y.C. 
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LOTUS SHOES, INC. - 621 SIXTH AVE. 
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Now...in regular supply 


SUPERB, HAND-CRAFTED 


Euaglish Footwear 


LETUS 








ERE’S good news indeed, for 
H all our before-the-war cus- 
tomers and for the thousands of 
American military personnel who 
purchased Lotus shoes during 
their tour of duty in England: 


Lotus Shoes are again 
available in leading stores 
throughout America _ 


Those who have worn Lotus foot- 
wear know from experience that 
the name Lotus stands for the 
very finest in hand-crafted foot- 
wear, possessing superb styling 
and exceptional durability. 
National advertising, featur- 
ing the world-famous Lotus 
Veldtschoen waterproof shoe, 
starts this fall. This advertising 
program will be increased in 
scope in 1948 to include the com- 


FRANCHISES IN SOME CITIES ARE STILL AVAILABLE 
Inquiries are Invited 























plete line of Lotus footwear... 
and that’s good news for Lotus 
distributors. 

LOTUS VELDTSCHOEN SHOE 
(Waterproof) 
(Illustrated) World famous for their 
gvaronteed waterproof qualities 


ond exceptional durability. A 
rugged shoe, leather soles and heels. 


LOTUS 
TOWN AND COUNTRY BROGUE 


A smartly styled shoe for town and 
country wear, in several leathers. A 
sturdy shoe in the British manner. 


LOTUS ANGLESPIKE GOLF SHOE 


A patented feature, 4 extra spikes 
angled on the inside edges, mokes 
this shoe attractive to golfers every- 
where. 


——————— 


NEW YORK 11, WN. ¥. 
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... and confidentially, 


foot comfort makes you feel like dancing—anytime! 
That’s why Onco Insoles, created for flexibility and cushioned 


comfort, add so much to even the finest footwear. 


= -\\ _ . 
ZA A it's twice as smart 
| oe to use C0’ vss 


1. Manufacturers! Your shoe craftsmen will appreciate Onco 





Insoles: they're so easy to “work”. Absolutely uniform in tex- 


tures and thickness. Unexcelled in shoe-making characteristics. 


2. Buyers! Onco Insole-ated shoes mean contented cusiomers. 
Onco Insoles flex readily, conform perfectly to the wearer's 


foot and cushion every step in comfort and satisfaction. 


One-Company Control means uniform high quality 


Onco Insoles are made from selected wood cellulose—refined, purified, and 
strengthened with highest quality saturents by an exclusive Brown Company 
process. Brown Company controls the making of Onco—from woodlands, 
which are company-owned, to final processing. Constant technical supervision 
assures the quality of Onco, the world’s most widely used insoles. For further 


information, write: Brown Company, 500 Fifth Avenue, New York City. 





_— > ONCO INSOLES 
\—— ONCO BASE for sock linings and heel pode— 
. ; ONCO PLUMPER STOCK for bocking and rein- 
\ A forcing purposes cre products of Brown Company 
. a r \ “Reg. U.S. Pat. Of. 
MATERIAL TO FINISHED PRODUCT 
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BRINGS THE ROMEOS OUT-OF-DOORS 


ad loves his Romeos — in 

fact he has introduced them 
to Junior. Now they both can wear 
that sensible, practical, utterly-com- 
fortable, entirely-flexible (we could 
go on and on and on) Romeo type 
footwear. ; 
For generations Romeo slippers have 
been famous for their comfort “around 
the house.” Now, they supply the 
same relaxation and comfortable en- 
joyment in outdoor footwear. 
The modern Romeos are especially 
comfortable because they have side 





Shoes by WELL BUILT SHOE CO., Milford, Mass 


panels of SHUGOR, which provide 
constant automatic adjustment to the 
movement of the feet, and easy on 
and off 


THOMAS TAYLOR & SONS 


incorporated 


HUDSON MASS. 


Coor. 1947 
Thomas Taylor Song ing 
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et the jump on 
OOL SHOE SALES 











Perky buckle loafer 
with moccasin toe 
for girls, available in 

pleasing shades of 
wine and brown, widths 
A to D, sizes 12% to 3 








You're all set for profitable back-to-school selling when vou 
offer smart, sturdy Rough Riders to style-minded youngsters 
and quality-minded parents, because: 
1. Rough Riders are made on patterns and lasts that really fit 
2. Rough Riders are genuine Goodyear welts: quality shoes 

with one-piece leather insoles 
3. Rough Riders are carried in stock in full ranges of itt 
% 3. ) 1 Z arri r | ranges of wid 
Back-to-School .toD 

~ . ’ , . : —_ 

Favorites! 4 Rough Riders are priced to retail in the rmpuilar 83.95 to 
$4.95 brac ket 


Sizes from children’s 6 to misses’ 3. 


wn 


. Rough Riders are known through hard-hitting natior 
advertising 

Shoe retailers from coast to coast are making mone 
Rough Riders, because Rough Riders’ grown-up styling and 
longer wearing qualities click with customers. For full infor- 
mation, write to Rough Rider Division, Cannon Shoe Com- 
pany, Lafayette Ave. & Dickson St., Baltimore 17, Md. 


Shield tip blucher 

xford for toys, brown 
nly. Widths A to D 

sizes 84% to 3. 


Smart and Sturdy Shoes for Boys and Girls 


ROUGH RIDERS 


CANNON SHOE COMPANY * BALTIMORE 17, MARYLAND 
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Inspired by the season’s musical hit—Bricapoon. 
Colorful indoor casual that’s a natural 

for back-to-school promotions. Quilted rayon 
taffeta throughout. Elasticized heel strap, 

split leather sole. Red, blue or brown. 


Featured in full color in 
MADEMOISELLE and CHARM, September issues. 


Ready for August delivery. 


KLEINERT’S, 485 Fifth Avenue 
New York 17, New York 


- 
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Junior Brigadoon Plaids. 
With elasticized ankle and 
heel straps. Sizes 8-2, 
medium only. About $3.00. 



















Brigadoon Plaids. Sizes 
4-9, medium and narrow. 
To retail at abeut $4.00. 


~~ | cmaitiliil 
gel! liaeet] Teer 
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NATURAL 
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BRIDGE 
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SHOEMAKER S 


Shoe Corporat 
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UNITED SHOE MACHINERY CORPORATION, inl 
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EXPERT CRAFTSMANSHIP IN 


THE CLINIC SHOE 


STYLE 

NO. 420 
CLINIC SHOEMAKERS 

owen OF 


Tutt JUVENILE SHOE CORPORATION 
OF AMERICA 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U. S. A. 
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THE SATURDAY EVENING 


POST 







Cash registers ring across the nation 
as Jarman Ads produce sensation 


The heaviest national advertising campaign in Jarman’s history 





nineteen full page, full color ads in Life, The Post and Esquire 
this year) is making a deep impression on millions of men 
from New York to San Francisco, and from the Canadian border 
to the Rio Grande. Every time a Jarman ad comes out men 
across the nation walk into Jarman dealers’ stores to buy one 
or more of the advertised styles. The Jarman offices are deluged 
with inquiries from consumers. Jarman dealers report unprecedented 
results. All of this means one thing to you: Jarman is the 
“hottest” line of men’s shoes in America today! It's the line 


that has everything a retailer needs for big-time volume sales. 


SHOES FOR MEN 


JARMAN SHOE CO « DIV. GENERAL SHOE CORP + NASHVILLE, TENN. 
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When you sell shoes and Miller Trees to keep footwear smart 
and shipshape, there’s a DOUBLE PROFIT in /ess than double the sell- 
MILLER ADJUSTABLE PACK FLAT TREE ing time. Why ? Because the customer need be fitted only once—/or the shoes. 
The trees adjust quickly, easily for both length and width, one tree size 

fits several shoe sizes and widths. The forepart of a Miller is modeled like 

a shoe last... bottom ‘is cut out to allow for metatarsal. Result: a 

superior fitting tree. Write for complete information about this highly 


serviceable product that every shoe can use. 


0. A. Miller Treeing Machine Co., Plymouth, New Hampshire 
Branch of United Shoe Machinery Corporation 
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FLORSHEIM 


QUALITY 





Florsheim quality is backed with a 55-year 





tradition of making fine shoes. And we're using 
the experience of the past while looking toward 
a brilliant future of ever-improving quality, 
style, fit, comfort—in fact all the things 

that make Florsheim Shoes for Women the 


Ss Z _ S = ae 
Most Walked-About Shoes in America! NATION ALLY 
ADVERTISED IN: 
‘a LIFE 
Illustrated: Solace, Joy, Mascot —three famous VOGUE 
TOWN & COUNTRY 


Florsheim Feeture Arch styles. 
HARPER'S BAZAAR 


e THE FLORSHEIM SHOE COMPANY e CHICAGO ¢ Makers of Fine Shoes for Men and Women ¢ 
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by EUGENE J. HARDY 





Continuing their efforts to make the services of the Department of 
Commerce more useful to the retailing fraternity, the Retail Advisory Committee, 
made up of representatives of 33 national retail trade associations, recently 
presented to the Department a list of 13 recommendations and suggestions as to 
the needs of the trade insofar as Commerce activities are concerned. Repre-— 
senting the shoe trade at the two-day meeting were L. E. Langston, National 
Shoe Retailers Association, and Edward Atkins, National Association of Shoe 
Chain Stores. 


Of the 13 recommendations, the Department of Commerce immediately 
approved three. These are: that the Retail Advisory Committee be made directly 
advisory to the Secretary and to the Department in all matters affecting retail 
distribution; that subcommittees be appointed to represent the various branches 
of the retail trade; and, that before any Census of Distribution is taken, the 
Department should confer with the Retail Advisory Committee for its recommenda— 


tions. 





























However, the most important recommendation from the standpoint of 
practical service to the retailer was turned down by the Department for the 
present. This recommendation called for the creation of an Office of Retail 
Distribution to assist and serve retail merchants as distinguished from pro- 
ducers and manufacturers. Such an office would have been a big step forward, 
but appropriations cuts make it impossible of achievement at this time. In 


fact, retailers may find themselves receiving less and less service from the 
various branches of the government as a result of budget slashes. 


The remaining recommendations, which called for the following steps to 
be taken, are now being considered by Commerce and a decision is expected in the 
near future: full information on all activities affecting retailing to be made 
available to the Retail Advisory Committee and its subcommittees; a list of 
material relating to retailing—from all government departments—be maintained 
and kept up to date; basic statistical data to be made available to retail trade 
associations and the trade press as soon as possible; The Retail Advisory 
Committee to be kept informed of planned projects and the appropriate subcom-— 
mittees be invited to contribute to the preparation of such projects. 


Also: that publications for retailers be written in the economic 
language of the "Main Street" merchant; a Census of Distribution to be taken as 
soon as possible; the Department should confer with the committee on problems of 
classifications in the several retail trades for statistical purposes; and that 
the Department clarify the functions and services to the retail trade of the 
various field offices. 






























































7 2 | 2 ©& 


Retailers may now proceed with building, remodeling, or renovation 
projects without government approval. The new housing and rent control law, 
which became effective June 30, wiped out all controls on commercial construc— 
tion, except those relating to recreational and amusement facilities. 


* + * & 


The Patent Office has listed among the patents available for licensing 
or sale one covering a composite rubber heel which may be adjusted or replaced 
by the wearer. It comprises a heel with a hard and rigid body portion such as 
leather secured to a shoe. A separate elastic rim encircles the body portion. 
— at various points on the grooved body fit in recesses in the elastic 
rin. 
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Here's where 


our dealers carry most of 
their Mode Art "Inventory" 
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DEALERS EVERYWHERE 


46 Boot and Shoe Recorder 




















Weld o te Weedb 


ABE L. PLOTKIN, owner of the 
Youth-O-Pedic Shoe Center in 
Scranton, Pa., says: 

“From experience in selling chil- 
dren’s shoes, both before and after 
the war, I have come to the conclu- 
sion that proper fitting is the most 
important factor when dealing with 
children. It becomes vital in the 
case of babies and children too 
young to express an opinion on the 
subject. Parents may forget about 





shoes giving poor service but they 
seldom forget it if you misfit their 
child. Then, too. children’s shoes 
are generally outgrown before they 
have a chance to wear them out. 

“Like many other conscientious 
retailers. 1 choose to lose a sale 
rather than sell a pair of shoes 
which I know doesn’t properly fit 
a child. I have worked hard to build 
up a reputation with the public. doc- 
tors and foot specialists. It would 
be foolish to endanger the fruits 
of this work and advertising to 


clinch a few more sales.” 
= - = 


JOSEPH 0. SEVERANCE, who has 
sold fine footwear in Southern terri- 
tory for 44 years and at present 
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represents Edwin Clapp & Son, Inc.. 
sends the REcorpeR a clipping from 
the Jacksonville Times which tells 
of the graduation from the Univer- 
sity of Florida (with the degree of 
Bachelor of Laws) of H. Leon Hol- 
brook, Jr.. son of the well known 
shoe buyer of Levy’s Bootery Com- 
pany, Jacksonville. Young Mr. Hol- 
brook was one of the seven members 
of his class from Jacksonville who 
were elected to membership in Phi 
Kappa Phi, national honorary scho- 
lastic fraternity. 

Mr. Severance, who always signs 
himself “The Dam Yankee Drum- 
mer,” in his letter to the 
RecorDER regarding Mr. Holbrook: 
“I wish to say I always knew this 
young man would make a good 
lawyer and a perceptive one becaus: 


sSavs 

















I met him one day when he was 
about four and a half years of age 
in the Levy Shoe Department, where 
there was a mirror used by the cus- 
tomer in viewing his shoes. I asked 
this boy if he cared to see a monkes 
and he said “Yes.” So I said “Look 
in the mirror, which he did and 
said, ‘I see him and he has a gray 
suit on.’ I was wearing the gray 
suit.” 


ool and 
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ARE WE LOSING OUR SENSES 
(Of Proportion) ?” was the 
query of the J. M. Mathes, Inc., ad- 
vertising agency of New York. They 
ran a full page advertisement in 
the New York Times and explained: 
“The goal America has been striv- 
ing for so long is just about at- 
tained. A decent living is within the 
reach of almost everyone. 
“It seems that the only way we 





can lose now is to lose our sense of 
proportion . . . Our sense of pro- 
portion about prices . . . Our sense 
of proportion about wages .. . Our 
sense of proportion about produc- 
tivity itself. 

“Labor speaks of holding its 
cains . . . business and industry of 
i.olding profit margins. 

“Doesn't such thinking call for a 
change? A change from the philos- 
ophy of ‘holding’ to a philosophy of 
‘giving’? 

“If ever there was a time in our 
history when we could give and 
gain this is it. 

“. . . Give a good day’s work 
for a good day's pay. 

. . . Give geod value for the 
goods and services we produce 
and sell. 
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. .- Give of ourselves. In one 
word—Productivity! 

“For production is certainly the 
key to the future . . . the proven 
formula for high wages and low 
prices. Advertising can help spread 
this kind of thinking. It can make 
it clear to the public . . . it can 
make it understandable and rea- 
sonable to employees . . . and in so 
doing, it can help to crystallize basic 
company policy within and without 
the organization. 

“We feel there is no better way 
to use the power of advertising 
today.” 





WHAT AM I? 





—"| AM A LITTLE THING with a 
big meaning. | help everybody. 
1 unlock doors, open hearts, do 
away with prejudices. | create 
friendship and goodwill. | inspire 
respect and admiration. Every- 
body loves me. | bore nobody. | 
violate no law. | cost nothing. 
Many have praised me, none 
have condemned me. | am pleas- 
ing to everyone. | am useful 

moment of the day. / AM 

COURTESY." 


—Some one placed this litHe squib 


on my desk. 


—No doubt they thought it good 
enough to pass along. 


—So do I. 
—Why don't you? ' 


FU Tee 


President 





T. H. EMBRY of Curtis-Stephens- 
Embry Co., Inc. of Reading, Pa., 
returning from a recent visit with 
Robert G. Fithian, his West Coast 
representative, said: 

“I can’t understand the California 
expansion program, especially with 
so much retrenchment throughout 
the Middle West and in the East. 
It’s really inspiring to see what Cali- 
fornia is doing and thinking. It- 
enthusiastic approach, as a whole, is 
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remarkable. I received the greatest 
suprise of my life when | personally 
saw the tremendous activity which 
is going on in that section of the 


country.” 
* = * 


JOHN L. CLARK, JR., manager of 
the J. L. Clark Shoe Store, Corning, 
New York, tells us: 

“Our greatest problem at present 
is not in selling shoes to customers 
who object to price; but in getting 
enough shoes to be able to fit most 
customers. I know that today the 
average shoe retailer has more 
shoes than he wants. But we have 
encountered almost no price resist- 
ance, mainly because our top prices 
are about twelve dollars. Probably 
if we went into higher priced foot- 
wear, we too would be complaining 
that customers are holding on to 
their money. 

“I agree with those who say that 
the small town dealer and small 
stores seem to have a hard time ob- 
taining enough shoes in competi- 
tion with the big stores. The big 
stores Place huge orders; yet the 
family shoe store is the steadiest 
customer of the manufacturer and, 
in the aggregate, the largest. Such 
stores are slow to change lines, 
while most big operators do not 
hesitate to throw out a line as soon 
as sales or conditions are poor. 
On the other hand, the small retail- 
ei appreciates good service and 
treatment, and generally is loyal to 
his suppliers. 

“The average small shoe mer-- 


chant gives his customers every 
consideration, too. We would rath- 
er lose a sale than misfit a custom- 
er. This viewpoint may be old- 
fashioned but the practice has 
worked with us for sixty vears and 
still does.” 

LOU SACHAR, of M. Wolf Sons, 
Inc.. New York, says: 

“Fall business should be good. 
We know it is up to the retailer to 
work on a fair, legitimate mark-up: 
and we will do everything in our 
power to work with him. We are 
convinced that prices are not too 
high in our grades of footwear. It 
has never been more important that 
retailers buy less and more often in 





order to have shoes coming in every 
month of the year. By following 
this policy stores will not over-buy. 
Today’s unwanted shoes that are on 
the shelves of stores have resulted 
in most of the negative current talk. 
This has tied up a store’s ability to 
buy and once this unwanted mer- 
chandise is liquidated, a store will 
be ready to buy new Fall shoes that 
will answer the needs and wants 
of the women who have become 
choosey.” 














“You're the first to benefit from our new customer cultivation program.” 
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Trade Mark Practice Modernized 


New Lanham Law, Now in Effect, Is Result Of 
Eight Years’ Study; Effects Will Be to Consoli- 
date Previous Statutes and Simplify Practice 


AFTER eight years of Congressional study and a year of 
preparation by the Patent Office, the new Lanham Trade 
Mark Law became effective on July Sth. It is expected 
to have far-reaching effects on business practice relative 
to trade marks and is regarded as the most important 
legislation affecting this field of Federal activity that ha- 
been enacted by the Congress in many years. Its objec- 
tives, according to its author, Representative Fritz Lan- 
ham, of Texas, may be summarized as follows: 

1. To consolidate all previously existing trade mark 
statutes in a single law. 

2. To carry out international commitments by statute, 
to the end that American traders in foreign countries 
may secure the protection of their marks to which they 
are entitled. 

3. To modernize trade mark statutes and bring them 
into conformity with legitimate present-day business 
practice. 

4. To correct constructions of previously existing acts 
which had the effect of obscuring and perverting their 
original purpose. 

5. To secure trade mark owners in the good will which 
they have built up, to protect the public from imposition 
by the use of counterfeit and imitated marks and false 
trade descriptions and to simplify trade-mark practice in 
general. 

Among the new features of the act is the provision it 
makes for registration of trade marks which would not 
have been registrable under earlier laws because they 
were initially merely descriptive or geographical. While 
courts have treated these as true trade marks, the basic 
law did not provide for their registration. Under the 
Lanham act they become registrable after five years of 
exclusive, continuous use. 

For the first time registration of trade marks for use 
by service establishments which do not manufacture or 
sell merchandise is permitted. 

So-called certification marks, such as a laboratory's 
seal of approval certifying to the compliance of me-- 
chandise with certain standards, form another new class 
of marks made registrable by the Lanham act. Registra- 
tion of such marks, however, is made subject to a num- 
ber of limitations, and anyone contemplating the registre- 
tion of a certification mark should first familiarize him- 
self with these exceptions. 
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In certain cases courts have in the past recognized the 
propriety of two manufacturers, operating in remote 
and independent trade areas, using the same mark under 
conditions where both had acquired trade mark rights. 
Regardless of this judicial attitude, the law formerly did 
not provide for registration of such marks by concurrent 
users. The Lanham Act, however, provides specifically 
for such cases. 

Aside from a comparatively small number of excep- 
tions of this character, requirements for a registrable 
trade mark under the Lanham Act are substantially 
similar as those in effect under prior laws. 

An important provision of the Lanham Act is one 
which renders a trade mark incontestable after five 
years of registration and continuous use. As pointed 
eut recently by Commissioner Casper W. Ooms, of the 
U. S. Patent Office, this provision gives the owner of a 
trade mark a kind and degree of security riot heretofore 
available under the law. It is his opinion that this fact 
will make registration more desirable by increasing the 
owner's assurance of protection. He believes a prospec- 
tive user will also be more likely than heretofore to learn 
about the mark when the records are subjected to search). 

Still another new provision contained in the Lanhain 
law permits the owner of a trade mark to assign it, witn 
the good will attending that mark in the field in which 
it was used. 

A particularly significant provision of the act, from 
the standopint of the owner of a mark now registered 
and alive, permits the registrant to republish it and thus 
bring the registration within the new act. By so doing 
the advantages of the provision of incontestability are 
obtained. This provision will undoubtedly result in the 
republication of many thousands of marks now regi- 
tered and should, in the opinion of the Patent Office. 
prove a partial means of eliminating from the register 
marks which are no Inoger in use. 

The registrant of any trade mark under the new act 
must file an affidavit with the Patent Office within the 
sixth year of such registration showing that the mark i< 
still in use or explaining why it is not being used. [rn 
the event of failure to file such an affidavit. the trade 
mark will be cancelled by the Commissioner. 

In order to register a trade mark under the Lanham 
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THE INFORMED RETAILER 


- shoe retailers, who in recent years en- 


joyed the full flush of prosperity attending the war- 


time sellers’ market. will find it a bit difficult to under- 


stand the readjusted selling conditions which have pre- 
vailed in recent months. How to figure their so-called 
“normal business” and how to get the maximum return 
from that business presents a serious problem. The rea- 
sonable merchant has already discounted his wartime 

















figures just as he discounted the predictions of recession 
made several months ago. He realizes now that as mer- 
chandise becomes easier io secure, it becomes more dif- 
ficult to sell. He knows that when prices start to recede, 
more sales effort must be expended to increase unit 
sales, if he is to maintain his dollar volume. And. he is 
well aware that between the so-called “sellers’” 
“buyers’” market. there is quite a comfortable gap 
within which, if he has the know-how, and the will to 
use it, he can operate with substantial success. 

He has no fear of this in-between but highly com- 
petitive market, realizing that when he buys com- 
petitively, he must be in a position to sell competitively. 
Every phase of his operation in this in-between market 
must be doubly efficient. Stocks must be kept as ciean 
as possible, overhead held rigidly in balance to returns. 
He must scan his inventories for thin spots, as well as 
those which are too jat. His natural inclination toward 
the speculative must be curbed in his buying of stock, 
his store equipment and in his investments. He must 
keep his weather-eye peeled for local sales disturbances 
and make use of every device he can find to minimize 
them. If a customer asks for a spectator pump, he may 
not always be able to fit her with exactly the style shoe 
she is seeking. but he makes sure that he does have a 
spectator pump in a satisfactory style in her size. 

The inexcusable indifference, and in some cases down- 
right lack of courtesy which prevailed for the last few 
years has been replaced, and the reasonable retailer has 
developed what might be termed a solicitous fitting stool 
manner. The attitude towards his manufacturer, which 
existed as recently as early Spring—that “you give us 
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KEEPS MERCHANDISE IN MOTION 


You Have a Stake in Every Advertisement That Appears under Your Manufacturer's 
Signature . . . And a Responsibility to Follow Through on Every Reader Impression It 


Creates. 


by JOHN REILLY 


the right hind of merchandise, and we will sell it” has 
been replaced with the more cooperative “what can you 
tell us about your shoes to help us to fit them better 
and sell them more easily?” 

It is this laudable, close relationship between retailer 
and manufacturer, in their mutual effort to sell more 
shoes, with which we are concerned and which we 
should like to discuss in detail. It embraces manufac- 
turer, salesman and retailer relations, and it holds real 
promise of greater shoe sales this Fall. 

It is true that the “informed retailer keeps merchan- 
dise in motion” and the greatest tool he has today to 
help him is the NATIONALLY ADVERTISED BRAND. 
To use it to full advantage, however, he must have a 
thorough understanding of the advertising plans and 
program of the manufacturer whose shoes he sells. The 
best way to secure that understanding is this closer re- 
lationship with his manufacturer, and manufacturer's 
salesmen . . . and a more careful reading of his busi- 
ness paper. 

Constructive, hard-hitting advertising moves merchan- 
dise. But, to be constructive and hard-hitting, advertis- 
ing must be the combined effort of manufacturer and 
retailer. It costs dollars, plenty of them, and tireless 
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Consistent Advertising 


THE importance of consistency in 


advertising cannot be overempha- 


sized. Think about the leaders in 
the shoe industry, and you'll find 
that they are the leaders in adver- 
tising as well—that they have been 
advertising consistently for many 
years, because they realize the neces- 
sity of constant reminder to their 
customers and prospects. Advertis- 
ing can help any company attain 
leadership. Of course, there are 
other factors which make for the 


success of a company — product. 


Mt the extreme right is an ex- 
cellent examole of institutional 
advertising, designed to sell 
the store to the prospective cus- 
tomer. Contrasted with this ap- 
proach is the promotional ad- 
vertisement of Himelhoch’s 
which concentrates on offering / 
seasonal merc ising. / 


service, management, personal sell- 
ing, etc., but advertising, properly 
applied and consistently used, can 
be a potent force in the establish- 
ment of leadership and of conse- 
quent prestige and profits. 








PRESTIGE and PROFITS 


A Well Planned Advertising Program 
Can Help Any Store to Attain Leader- 
ship in the Community If It Is Directed 
Consistently to the Right Clientele. 


First in a series of articles on 
how to use advertising as the 
key to larger retail profits. 


by M. B. PEARLMAN 
VM. B. Pearlman Co., advertising. In addi- 
tion to more than 15 years of i 
experience in advertising, Mr. Pearlman 
teaches the subject at beth New York Uni- 
versity and Pace Institute. 


Too often a company suddenly 
realizes that it is falling behind in 
prestige and profits, that competi- 
tors are doing a good promotional 
job. Then a hurried call to turn out 
a mailing piece, a newspaper ad. 
Everything is fine—the ads run— 
the mail is sent out—usually poor 
results. The advertiser gets panicky 


__ —so much money has been spent— 


nothing to show for it. We'll have 
to stop advertising—and back to 
lethargy until the promotional light 
shines again in the eyes of our hope- 
ful. If that same money were used 














through ADVERTISING 


Class store advertising differs 
widely from that with a price 
appeal. At the far right, B. 
Altman offers high priced mer- 
chandise in an ad caiculat 
to appeal to style conscious cus- 
tomers. C. H. Baker, however. 
appeal on the basis of price in 
their sale ad at the right. 


for a well thought out campaign, 
planned for consistent advertising 
over a period of time, that adver- 
tiser would realize results in pres- 
tige and profits far beyond his in- 
vestment. 

No matter how small or large an 
advertiser you are, whether you 
have an appropriation of $1,000 or 
$50,000 a year, component parts of 
that campaign should be used for 
certain periods week after week, 
month after month, year after year. 
Of course, there are seasonal periods 
of the year when more of the ap- 
propriation should be used, such as 
Easter, school opening, vacation 
time, social season, but too much of 
the budget should not be used for 
these special events if it will detract 
from your plan of consistent adver- 
tising. 

Now let’s see why this plan of 
consistent advertising is so impor- 
tant. In the first place, constant 
repetition impresses your name up- 
on the prospective buyer, so that 
when he thinks about shoes, your 
mame, your character and your 
store personality is impressed upon 
his mind. Secondly, if your adver- 
tising is consistent, at some point 
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during the campaign when he is 
thinking about buying shoes and 
your advertising appears, it is likely 
that he will react to your sugges- 
tions and visit your store. Now, re- 
versing the process—if you send 
out a mailing only once in a while 
or run a newspaper ad or a radio 
broadcast two or three times a year, 
the prospective buyer may not then 
he in the market for shoes. Later, 
when he thinks about buying shoes, 
he has already forgotten about that 
one or two-shot advertising which 
you have run. 


Who Are Our Customers? 


In advertising, we talk about the 
“cream market,” those people who 
most logically are our best pros- 
pects. In the use of direct mail, 
since you control the list, you can 
reach these people without too much 
waste advertising. In newspaper, 
radio, billboards, car-cards you can 
direct your appeal to those people 
through the use of art, layout, copy, 
price. Many stores have already 
classified themselves as bargain 








stores, class stores. orthopedic estab- 
lishments. Your advertising should 
reflect the atmosphere of the store, 
and should be directed to your most 
logical prospects. Sometimes it is 
difficult for a store to make a 
decision as to just what kind of 
establishment it is. From a mer- 
chandising, as well as an advertis- 
ing standpoint, it is imperative to 
make a decision as to the niche you 
fill in serving the public. You 
might, for example, decide that 
your best selling point is that you 
specialize in children’s shoes, or 
that you cater to a style-conscious 
clientele, or that you work with 
doctors in fitting orthopedic shoes. 
With this as a background it is less 
dificult to plan your advertising, 
for you already have an advertising 
as well as merchandising talking 
point. 

If you haven't classified yourself 
as to your specialty as yet, it might 
be a good idea to make a survey in 
your city and find out just what the 
competition is. It may mean re- 
planning your entire merchandising 
set-up, but when you get through, 
you will have found a merchandis- 
ing and advertising approach which 
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Your retail advertising com- 
peies, not only with other 
shoe advertising, but with 
dozens of other consumer 
items in large and small ads 
in your newspaper. 


HOW TO INCREASE YOUR 
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Nothing builds sales like enthusiasm. When a 
new store opens, the owner stops at nothing to 
make new friends and win customers. 





5 a man’s desire jor something is strong enough, he 
usually gets what he wants. Later I want to point out 
the importance of this statement as it applies to your 
customers for men’s shoes. But first, let's apply it to 
you and your business of selling men’s shoes. To in- 
crease the volume on your men’s shoes, you first must 
have a strong desire for added sales and profits. If your 
desire is strong enough. you'll get what you want—be- 
cause you'll do the things necessary to achieve the de- 
sired results. 

You've seen it happen in your own town. A new store 
is opened up down the street, or new management takes 
over an old store. The owner or new manager of the 
store is full of energy, and bubbles with enthusiasm. 
This is a new venture and he wants to set the world on 
fire, not to mention the fact he has two kids he wants 
to send through college. First thing you know he is 
doing a lot more business than you or anyone else 
thought he could do. The town sits up and takes notice. 
And the old stores plod along and wonder why they are 
losing sales. 

The guy wanted to make a success of his business, he 
wanted to increase his sales. And he wanted to strongly 
enough to do all those things that invariably are re- 
warded with success. 
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You can do it, too! And the formula is simple. But it 
is not easy ... it takes work. Wait a minute, don’t go 
away. Sure, it takes work, but I'll let you in on a secret. 
So few of us really work with a purpose, that those 
men who put out just a little more than is expected of 
them find success quickly, and rather easily. 


Value of Nationally Advertised Brands 


Okay, so what is the formula? Well, first you can be 
thankful you have a nationally advertised brand. Already 
you have a head start on your competitors with non- 
advertised brands. Without any effort on your part at 
all, you have the advantage of a brand that is known 
and respected by the men in your community. You 
don’t have to take the time and effort to build up a big 
sales story on the value of your shoes. Men already 
know that the shoes you sell are the same shoes that are 
sold every day in stores across the nation, and they have 
the utmost confidence in the value of the shoes you sell 
even if they are perfect strangers in your town and have 
never been in your store before. 

The advantage is yours, certainly, but what you do 
with your advantage will determine whether you derive 


by 
STEPHEN H. McGAW 


Advertising Manager of Jarman Shoe Company, Rich- 
land-Davidson Shoe Company and KBS Shoe Com- 
pany (men’s and boys’ divisions of General Shoe 
Corporation, Nashville, Tenn.) 


on anything he does to promote his shoes. (And if he 
does all these things, he is a pretty smart operator, be- 
cause most of them won't go to the trouble.) 

Again, the advantage is yours. The manufacturer of 
your brand has a corps of experts who spend all their 
working hours figuring out in advance promotional 
ideas that have but one purpose: to help you sell more 
pairs of their brand. These men are trained and ex- 
perienced in the creation of advertising and promotion 
that sells. The result of their efforts is yours for the 
asking, yours to use in order to receive the maximum 
benefits of that powerful, nationally advertised brand 
name. Do you use it? The advantage doesn’t mean a 
thing to you if you don’t. 

[TURN TO PAGE 124, PLEASE] 


MEN'S SHOE VOLUME 


Practical Things Retail Merchants Can Do to 
Make the Most of Their Sales Opportunities 


on Nationally Advertised Brands 


any benefits from it or not. Today, the man who builds 
a hetter mouse trap and fails to tell people where they 
caa.get it, is going to be a sad fellow when he finds that 
the world won’t beat a path to his door. 

Let your customers and po‘ential customers know that 
they can buy your particular nationally advertised 
brand in your store, and you're off on the road fo suc- 
cess. That beautiful ad in this week’s issue of one of 
the national magazines looks mighty good to Joe Bloke. 
who lives in your town. But, if Joe doesn’t know that 
you sell those shoes, your competitor might get the first 
chance to sell him. 

How to do it? Promotion and advertising. And here 
is where you have the next big advantage over your 
competitor with the non-advertised brand. He has to 
think up his own promotional ideas or pay someone 
else to do it for him. He has to get up his own window 
displays, his own newspapers ads, his own direct mail, 
his own window cards. He has to start from scratch 
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Obliquely suggesting the theatrical with 
a canvas of a ballerina, and an old-fash- 
ioned trunk painted red and white, 
Marshall Field attracts attention to its 
collection of ballet slippers. 


Emphasizing the Grecian theme, Carson, Pirie, Scott. in Chicago, dis- 

played these sandals against the classical background of columns and a 

figurine of Venus De Milo. Window was designed by ¥F illiam Campbell, 
display manager of the store. 


romote Your Store 


Filene’s, Boston, artfully ties in its shoe display with Summer vacation 
dress. The framed valance serves to centralize the arrangement as well as 
to lift the display from the ordinary. 









Dramatize the Change of Season in Window Display to 
Attract the Window-Shopper to the Point of Sale. The 
Store Window is the Most Economical and Ultimately 
Effective Advertisement for Almost All Retail Operations 




























= display, under an astute hand, is not only cool as the window shopper would like to feel. Mental 
the most economical avenue of advertisement, but in the action under the duress of heat grows groggy—the sim- 
dominant proportion of medium and small operations, _pler the display the better. A window display can best 
the most effective in producing an actual transaction of | be a stimulus to sales if it first acts on the emotion of 
cash for merchandise. A woman or man walking along the spectator, then is practically persuasive: this truism 
Main Street may be assumed to have money in his or is particularly operative during the dog days of Sum- 
her pocket: the window display can make or break the mer when sun and sports foster a rather more primitive 
potential sale. It must first attract the attention, then psychology in North Americans than is typical. It is not 
stimulate a desire to pass through the retail portals for limited to Summer, however, but should be kept in mind 
a closer look. The newspaper advertisement may reach whenever window displays are planned. 
more people but it lacks the flexibility and the intimacy 
of the three-dimensional store window, which, in fact, 
consists of nothing more than a merchandising theatre, 
dramatizing changing fashion and inventory. 
Changing seasons are grist in the mill, window-wise, 
for although it cannot escape the dullest that Summer, 
for instance. is upon them each person is not dramati- 


cally aware of the variety and scope of Summer cos- i cy? a a i. 
tume. The ultimate responsibility for conveying and ae ; y A» : he 
e 












impressing the lethargic consumer with both functional * &, 
and dramatic possibilities of changing dress with chang- a 0 ts ) 
ing season rests with the retailer and his merchandising . ae bil 


* 
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1 theater. . we 


Summer displays are easy. They must look cool—as 















| Throug 
os -— Arthur Kent, in New York, 
—_ . highlighted each model with 
- skyscrapers as props and «a 
filmy gauze across the top, sug- 
. gesting, perhaps, both clouds 





and Summer weddings. Ben 
Gladstein, display manager, de- 
signed this display. 













A ravishing blond sportswo- 
man, in this display at Gude's, 
Los Angeles, is the central fig- 
ure which relates shoe models 
to appropriate costume. 




















Avon Sole Company's line of soles and heels feature 
Red Duflex Ropee with coiled rope design grip, par- 
ticularly adaptable to leisure soles with low platforms; 
and Duflex Golf Soles with removable spikes. Bottom 
shoe features Gro-Cords King B Sport and Golf Sole. 


— 





BELOW: 
Neolite, product of Goodyear Tire and Rubber Company 
makes a long-wearing sole for all types of shoes, and 
is distinguished by its comfort, and the clean manner 
in which edges may be set and trimmed. 


















SOLES maxe STYLE 
INCREASE SALES 1 


(), all wartime casualties, perhaps the shoes missed most 
by American men were heavy country sports types. Golf 





shoes, general out-of-door leisure shoes and rugged walking 
types cut from heavy leathers with stout soles were most 
conspicuous by their absence. In all of these shoes, heavy 
soles were important as a style factor; in many of them they 
were the point of origin for style treatments. The wartime 
demise of these patterns coincided with the disappearance 
from the market of rubber and composition soling materials. 


BELOP : 
Top to bottom: Alfred Hale Rubber Company's Rajah 
Ribber Sole and Heel in red, ribbed rubber. Plymouth 
Rubber Company makes this extra heavy, 24 iron, red 
rubber sole and pattern. Goodyear’s Heavy Duty Lug, 
doubles as an active sport shoe for men and a novelty 
sole for "teen age spectator shoes. Avon’s Heavy Duty 
Driver Sport and Golf Sole and Heel adds to the rugged 
appearance of sturdy Fall blucher patterns. 




































RUGGED FALL SHOES F 


by JOHN REILLY 


The large rubber plants which had turned out soling mate- 
rials as part of an all-over manufacturing operation became 
engaged in mote vital war work. Many of the so-called rub 
ber and composition soles, too, were drafted for highly spe- 
cialized Army and Navy shoes. 

Now they are back, or perhaps it would be more accurate 
to say most of them are back, and the field has been en- 
larged to include several new entries which developed from 
wartime research in the laboratory and designing board. 

Many of the heavy sport shoe patterns in which style inno- 


vations were noted carry new and different looking soles and Bearfoot Neoprene Crepe Sole, made by Bearjoot Sole 

sole treatments, and the novel appearance of many of these Co. Inc. is an attractive synthetic crepe in natural 
; h q colors. Long-wearing, it will not spread or curl and is 

shoes is enhanced by the fact that they feature these new impervious to greases, oils and most acids. 











soles of distinctive color and design. Very often the rugged 












In pre-war years, Phillips Stick-A-Sole and Military 
Soles and Heels, imported from England enjoyed great 
favor with sporting and military people. Available again 
through Dolan and Season, New York, these soles and 
heels which are affixed in the store offer the retailer an 
opportunity for extra profit and service. 


good looks which stich patterns radiate can be traced 





Gro-Cord Rubber Company's line of soles and heels instantly to heavy soles. Golf shoes are made more 
include Cord-On-End for work, dress and camp wear. 
and Nap dress soles in black, brown, white, red and 
salmon for men’s, women’s and children’s active and contained spikes or lugs. Even crepe rubber which was 

spectator sports shoes. ' 


satisfactory by the addition of rubber soles with self- 


so much responsible for the development of the heavy 
reversed calf blucher is back—that is, in a Neoprene 
crepe which in many ways is superior to its natural 
predecessor. Bright, red rubber soles with smooth 
treads and with molded, non-slip features will delight 


the hearts of the active sportsmen, college men and high 
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ditorial outlook 


The Job We See Ahead 


Tus year Boor anp SHOE Recorper observes the 65th 
anniversary of its founding by William L. Terhune, in 
Boston, in 1882. 

Sixty-five years of service to the industry in “Getting 
More Shoes Sold Right.” That's quite a milestone in 
the lifetime of a publication. and perhaps the RECORDER 
can be pardoned the feeling of pride it has in the 
fact that, after such a span of years, it is still “going 
strong.” Perhaps our numerous and growing family of 
Recorper readers will bear with us if we take this 
occasion to say a few things about ourselves, our plans 
and purposes, by which we hope to achieve an even 
greater usefulness in the period ahead. 

For whether by accident or in consequence of the law 
of cause and effect, 1947 also marks another Red Letter 
Year in Recorper history. It marks a year in which 
this publication attained an all-time peak in circulation, 
with a total of subscribers just over the 19,000 mark, 
19,121 to be exact, on the day that this is written. 

This record also, in our opinion, means something 
out of the ordinary, both to the publication and its 
readers. And while we of the REcorDER staff are proud 
to hail this circulation increase as an expression of read- 
er confidence, that isn’t the most significant meaning 
that it has to us. 

Most of all, we regard it as a challenge and a respon- 
sibility. These are critical days in the shoe business. 
Our industry faces many uncertainties and some rather 
difficult problems. We’re not entirely certain as to what 
the future will spell out for shoes. And surely we whose 
job it is to make and publish Boor anp SHOE REcoRDER 
do not pretend that we have all the answers. If success 
in any business could be reduced to one simple formula, 
there wouldn’t be much reason for a lot of people, 
including ourselves perhaps, to remain in the kind of 
business in which we are engaged. Our biggest job, as 
we see it, stems from the fact that the shoe trade is a 
business characterized by constant change, and our re- 
sponsibility is to help the industry interpret to itself 
the meaning of its ever changing pattern. 

By knowing and understanding what is happening 
in the world of shoes from fortnight to fortnight our 
readers are aided in making wise decisions. in full pos- 
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session of the facts. When 19,000 readers look to us 
for information and for guidance, we dare not let them 
down. We cannot rest our claim to future consideration 
solely on the record of what the RecorpeR has accom- 
plished up to now. 


AND so we have started another publication year with 
ambitious plans to broaden and extend the field of 
RECORDER usefulness by giving you, its readers, more 
of the kind of practical, useful information that we be- 
lieve merchants need to meet today’s shoe problems. We 
plan to make each issue a more useful, more attractive, 
more interesting publication, with more articles keyed 
to the immediate requirements of today’s shoe retailer. 
Many of these articles will be written by shoe men 
themselves, or by shoe men in collaboration with mem- 
bers of the Recorper staff. 

We are increasing our coverage of women’s, men’s 
and juvenile footwear and likewise developing more ex- 
tensively the theme of fashion accessories in co-ordi- 
nation with shoes, which plays such an important role 
in present-day shoe retailing. For this purpose we have 
added to our staff another fashion writer, who comes 
to us direct from the accessories field, and who will 
specialize in this field of fashion activity. 

Beginning in this issue, we will present a strong series 
of men’s shoe features related to styles for the coming 
Fall and Winter season, together with their merchan- 
dising and promotion possibilities. 

Beginning with this issue also, 
the Recorper’s visual appearance with new type faces 
and department headings and with fresh illustrative and 
layout treatments. 

By these and other improvements, Boot aND SHOE 
RECORDER is resolved to justify in the future, as it has 
throughout its history, the trust and confidence of thou- 
sands of readers whose subscriptions, continued year 
after year, have given RECORDER a renewal percentage 
of 84.62 per cent as a generous testimonal of reader 
acceptance. Constant improvement in products and 
service is the challenge of modern competition, and 
Boot aNp SHoE Recorper, in this its 65th anniversary 
vear, is proud to accept the challenge. 


we are brightening 
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THE NEW LOOK 


SHOES — Sleek Fitting 
HATS —Subtly Flattering 
SILHOUETTES — Softly Feminine 


Left—Fall suit formula: sloping by ELINOR FOX 
shoulder, small waist, rounded 
hips. An Adler design in F orst- 
mann’s worsted and rool in 
Unicorn beige. The jacket but- 
tons diagonally to one hip; 
a huge pocket emphasizes the 
other. Madame Andree repeats 


the curves in breed tricorne. : : 
The new slim princess coat, 


done by Bruno in black Hockea- 

num suede cloth, is single 

breasted with interesting back 

’ . fullness. The elbow length 

Closed high-rid- royal blue suede cloth capelet 
hugs the neckline and flares in 
soft folds. Head-hugging pill- 

box by John Frederics. 


Below: 
ing black suede, open 
unexpectedly at the side 
in gentle curves. Tweedie. 



















Below: Suede and smooth cal} 
combine for sophisticated, high- 
riding collared tie, looking very 
closed, but open at toe and 
shank. Beleganti. 





Right: Trim walled last oxford 
in suede, with contrasting 
smooth collar. A Peacock shoe. 

















Evidence That the Fashion industry Has 


Reached Its Goal as Styles Achieve 
A Really New Look for Fall 


ia Fall silhouette is a feminine one from head to 
toe. Its refined lines are softer and more natural. a radi- 
cal change from the wartime silhouette when restrictions 
on use of material handicapped designers. 

The trend in millinery veers toward a broader look. 
with crowns generally low, although often full. - The 
beret is slated to be a number one style, and the semi- 
high head-hugging pillbox and turban emphasize the 
smooth, molded look of the new silhouette. Shoulders 
will be curved and narrow. frequently softened by capes, 
shawls, yokes and interesting collars. The waistline will 
be natural and small above a rounded hipline. 

Skirts are definitely longer. 14 inches from the floor 
for day time. 12 and 13 inches for dressy afternoon 
clothes; they are either full or narrow, seldom in-be- 
tween, and often draped. Coats are either longer, to 
cover the dress. or three-quarter length. designed to 








Left: There's a jaunty 
tilt to the new roomy 
closed toe last of this 
brown suede platform 
sling pump. Cort De 
Luxe by Thomas Cort. 


Below: Suede sling on low 
platform buttons with scal- 
loped closing; spat influ- 
ence. Kimel. 










































Vere suggestion of open toe Fa 
and heel in a shoe of brown yy 


kidskin. W olfelt. 


show the dress. The dressmaker coat follows this basic 
silhouette outlined above. but the tapered wrap-around 
is also attracting attention and the great coat, full and 
easy all around with voluminous back swing, is already 
well established. Suit silhouettes also vary from one 
extreme to the other, with jacket and skirt either very 
slim or very full. The old rule of narrow skirt with full 
or loose jacket no longer holds good and the peplum 
suit with full hippy jacket over full skirt is one of the 
important silhouettes from the new French collections. 
Shoes play a more important part in the general sil- 
houette than ever before. Sleekly fitting shoes har- 
monize with clothes that emphasize the natural lines 
of the figure. Slings and anklet sandals are important 
to bouffant ankle-length dancing skirts. Because the 
hemline is lower, heels are necessarily higher and plat- 
forms important. High style prophets recommend the 
Cuban heel for daytime and walking, the Baby Louis 
[TURN TO PAGE 154, PLEASE 


Right: Broad strap buttoned 
with smooth leather raises line 
of a suede sling. Grossman. 





Right: Suede pump with 
pretty detailing, a rou 
of circles making scal 
loped throat 


line. Fox. 











Consistent Advertising 
A GOOP STORE INVESTMENT 


Benson Bootery, in New York, Has Found That a Program 
Calling for Regular Space in Two Metropolitan News- 
papers Has Resulted in Two Years Not Only in an Increase 
in Dollar Sales, But Also in a Decided Upturn in Unit Volume 


WELL planned, consistent advertising is an investment, 
not an expense, the Benson Bootery, New York shoe 
shop specializing in style merchandise, has discovered 
in the past three years. Located in the Radio City 
neighborhood, the store enjoyed large traffic and con- 
siderable transient business. Consequently, for many 
years it adhered to the theory that since business was 
good there was no need to spend money on advertising. 

In the Spring of 1945, however, the management de- 
cided to experiment, obtained the services of an adver- 
tising agency which handles numerous shoe accounts, 
and allotted a modest budget for newspaper advertising. 
Accordingly, in the months between March and Decem- 
ber, during which the advertising appeared, there was 
a modest increase in sales volume, and in the number 


As a consequence, Benson’s decided to advertise con- 
sistently in 1946 using an advertising appropriation 
based on a percentage of its 1945 sales. The program 
developed by agency and advertiser called for weekly 
advertisements, averaging 85 lines on two columns in 
two New York newspapers. With the exception of oc- 
casional specials or sales, Benson ads feature only one 
shoe for which the best available art work is used. 

According to the agency, “Success in advertising de- 
pends to a large extent on the way in which merchandise 
is illustrated.” Because it has found that a good artist 
can produce more accurate reproductions of a shoe, 
with respect both to silhouette and to detail of material 
and construction, it prefers sketches to photographs. 

Each featured shoe is fully described in concise copy, 





< cereal ( 


axe Ouginal 


— ell 





Blue, Black or 
Brown Velvety 
Suede. Red or 
Blue Calf, 














wy 118 WEST 50th STREET 


Wiens ill | 








Fotlowing the Benson plan of keeping prices down. we are offer 
omg & group of smartly style! panerns formerly sold ot *14.95 


[TURN TO PAGE 104, PLEASE] 


SHLEY 


Far left: Typical of 
usual Benson Bootery 


layout calling for much 

white space, and a dra- 

matic border which calls 
attention to the ad. 


Left: Sale ads are han- 
dled differently from reg- 
Here 
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NATIONALLY ADVERTISED! 


Louisiana 
Oklahoma New Mexico 


B. BR. Boyle 
900 6th Ave 
Red Oak Iowa 
lowa Kansas 
Nebraska Utah 
Wyoming 


Jhe LONGINI S$ 


A POWERFUL LINE BACKED BY DYNAMIC 
ADVERTISING INCLUDING DRAMATIC CONSUMER BOOK- 
LET JUST OFF THE PRESS. 


THERE MAY BE A FRANCHISE ON 


LIFE-GUARD 
SHOES 


OPEN IN YOUR TOWN. 


If interested. contact representatives listed. or write us. 


Cincinnati 2 


SALES REPRESENTATIVES 


Dia-Tred Shoe Co. 
139 Duane St. 
New York City, N. Y. 


— Servicing — 

All New Enalond States 
Pennsylvania 
New York 
Maryland 


Al A. Epstein 

Box 217 

Austell, Ga 

Georgia Florida 

South Carolina Louisiana 

North Carolina Alabama 
Tennessee 


HOE MFG. (0. 

















<<  h 


* 
- Vise » me “oe 
4 / = 
WL ?, 






































The Okinawan Geta Maker 
Near Shuri, Okinawa Shima 


HIPS FLY as the bearded Okinawan, hunkered tropic-fashion on his haunches, chisels 
C out a geta from a single block. Notice how he guides that razor-edge with dextrous 
toe, how he clamps the sandal in a foot-vise. His tools are simple . . . a hammer, a chisel, 
a wedge for splitting logs, a knife, a tiny drill, a saw. The saw is Japanese, its teeth set 
in reverse so that the “‘bite”’ is on the pull-stroke, unlike the saws we use. When cut to 
shape, he drills three holes in the geta base to hold the straps in place. These straps are 
made of gay-hued cloth, of which red, ‘the happiness color,” is most popular. The 
cloth is sewn into a tiny tube and stuffed to make it soft and round. The ends of it are 
passed through the holes on either side of the geta, then knotted. Finally, the middle 
of the strap is tied in place between the toes with a string that passes through the for- 
ward hole. Cheap and simple are these shoes . . . but practical in Okinawa’s fields of 
mud. 


Shoe size depends upon the block of wood the geta maker has to work with. Comfort 
plays no important part as in the case of American shoes where such refinements as 
the use of hidden rubber goring are employed to insure fit and satisfaction. Such shoes 
do not slip, as getas do, when they embody goring made of Para- 

lastic. Paralastic is precision-cut clastic thread . . . the modern 

rubber thread. 


PARA THREAD COMPANY, Inc. 


Woonsocket, R. I. 267 5th Ave., New York, N. Y. 


IP A IR ANIL AA 
rs \ eel Srie The Modern Elastic Thread 
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shoes present 


an ad for every woman 


in the U.S. A! 


twice as smart nationally . 
twice as smart locally! 


It's amazing the way Vitality National Advertising adds up— 


and builds up sales! 


For fall alone, there will be over 30,000,000 reproductions 
of Vitality new fall advertising. More than an ad apiece for 


every woman in the U.S.A. between 20 and 55! 


Your customers will recognize . . . remember and respond 
to this extensive, intensive national advertising. Twice as smart 
—x1t puts them in a mind to buy . . . keeps them in the mood to 


buy from you. 


Vitality national advertising 


appears in these leading magazines 


“seventeen. es 
a 2 4 qed sh 


innliiniine diene 


AAD nae Seen $795 

lr . . for Outdoor and Compus Weor of 

i 

& ® a» Made by America’s Lorges? Shoemokers 

E _. ees . VITALITY SHOE COMPANY, Division of International Shoe Compony, ST. LOUIS 3, MO. 
68 
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St. Louis Stresses National Recognition 
With 
Style Dominance and Dependability 


WHILE sound management and the production of a quality product have been influential 
in making St. Louis the nation’s top shoe producer, another factor—recognition of the im- 
portance of creating a national demand—probably has been equally important. St. Leuis 
manufacturers have been building up this demand for many years with consistent national 
advertising. 

The St. Louis shoe manufacturers have created brand names and plugged them from 
coast to coast with the result that all classifications of consumers are familiar with shoes 
made in this great market. Children, for example, and many an adult too, in all of the 48 
states, either through the experience of buying shoes for their children or from the memory 
of their parents’ shoe purchases for them, are familiar with the names of famous juvenile 
brands made here. Names of St. Louis-made brands for adults are equally well known to 
men and women the length and breadth of the land. Of the 10 most heavily advertised 
shoe lines in national magazines during 1946. based on dollar costs, St. Louis can claim six. 

These names are known because the consumer has not been given a chance to forget. 
By continuing this policy of keeping branded lines before the public eye in magazines and 
newspapers, the St. Louis shoe industry has weathered every depression and decline in the 
business cycle and grown stronger with each passing year. 

In 1946, for instance, the St. Louis district produced 23 per cent of the nation’s total 
and accounted for 82 per cent of the national shoe production increase over average pro- 
duction during the pre-war years, 1936-1940. Such a production volume could result only 
from demand, a demand which St. Louis manufacturers agree stems from advertising a 
product containing the quality and style required of today’s consumer. 

In round figures the 23 per cent of the nation’s total shoe production amounted to 90 
million pairs out of the nation’s total of 388 million and represented 27 million more pairs 
than the pre-war 1936-1940 average of 63 million pairs. Even more significant of the great 
expansion of the St. Louis market, however, is that while St. Louis shoe production in- 
creased 82 per cent, national shoe production increased last year only 10 per cent over the 
pre-war 1936-1940 average. 

Currently producing at near top level, S&. Louis manufacturers now are striving to 
make St. Louis the number one shoe style center of the nation as well as a leading produc- 
tion center. This they are accomplishing with the aid of Washington University, which is 
cooperating in a program to train designers in that university's School of Fine Arts. 
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rrnimals Q) PERFECT ARCH SHOES 


‘ 


Ge | designed by WAL Cornel 
SHOE CREATIONS FIFTH AVENUE STYLES 





ntensive national advertising in leading magazin ear after year, 
onsistently influencing more and more women to ask fo 
ame. Our program for fall will continue to give recogni 
amed brands as THE MOST EXTENSIVELY NATIONALLY A 


LINE OF STYLE SHOES IN AMERICA. 


SAINT LOUIS, MIS 








WHY Uxcadive 


itting Stool Heseptance 


4 
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IS GROWING 
oe IN YOUR TOWN 
ss : 1 eeoeeihitiimenieenineaaae 


Virtually every fashion-conscious woman in your 
community is reading about the advanced styling and 
blissful comfort of Paradise Shoes in one 
or more of these great national magazines. Today, more than 

ever. Paradise Shoes are the best advertised 


fashion shoes in America. 


CLeadise Shoeo 


BRAUER BROS. SHOE COMPANY + ST. LOWIS 8 MISSOURI 
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He brings ‘em in 
and 
S\ helps you sell 





Here he is again — Trimfoot’s Baby Deer. Mothers who see him 
in your store will come to you for their children’s shoes because they 
recognize Baby Deer as the symbol of high quality, reasonably priced 
shoes, and here’s why: 

Month after month, Trimfoot’s national advertising to parents has 
been scientifically measured for effectiveness...and month after 
month Trimfoot’s ads, featuring Baby Deer, have attracted more 
readers than any competing shoe advertisements regardless of size 
or color. 

To you, the shoe dealer, that means that more mothers read the 
story of “Cuddle-Back,” Trimfoot’s patented feature. They read 
about Trimfoot’s modern production methods that cut costs that 
make high quality possible at reasonable prices. And they associate 
these basic advantages with the Trimfoot trade mark, the Baby Deer. 


Display Baby Deer in your store. In your windows and on your 
counters, he’ll attract customers, boost turnover, increase profits. 
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a complete merchandising package! 


@ a name, trade-mark, and identifying feature (the “red 
thread”) teen-agers remember and come back to get! 














e a strikingly-handled shoe carton, purposely design- 


ed to be the talk of the “Coke crowd”! 


@ full-page, full-color advertising in the magazine 
SOV ENTEEN. the teen-agers’ own! 


@ traffic-stopping window material, including a novel 
miniature piano display to stop every passing, 
rhythm-loving member of the younger set: 


newspaper ad material that sings and SELLS! 


LOOK FOR THE 












7 





) An exclusive merchandising 
identification on all Melody 


\ ‘teens ational advertising 


- will tell your customers to 


look for this feature. 
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-age Fackage’. 


Mtlouly 


LECENS 


..and it's a BIG “ package” that features ty pical Tober-Saifer extra 





value, pace-setting style, and factory-controlled quality. And it’s 
even more! Melody “teens” are a complete, all-leather welt line, 
classics to high fashion, slanted straight at your teen-age customers. 
The kids going to school, working in new jobs, or just on-the-go 
‘round the house... they’re the crowd who'll be v-e-r-y happy, 
believe us, to know YOU'VE GOT A LINE SELLING FOR ONLY 
SIX DOLLARS! To you, it’s a fast-selling, full-margin line! 
Get in touch with us now and make your selection. The address 


is 1204 Washington Ave., St. Louis 3, Mo. Let’s hear from you! 


J 









to retail at 
~\ 


TOBER-SAIFER SHOE MANUFACTURING CO. e¢ SAINT LOUIS 
JOLENE, VICTORIA CROSS, and NOW MELODY “teens” 
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FASHION SHOES uct c COMFORT FEATURE! 


Mat 


FEATURES 4, STRIVING FOR STYLE 
hy xan 

\ 

fo 





~ 








Regular last is flat 
oat the heel. 


The Cradle last 
is shaped like your 
heel . . . rounded to 
cradle your heel. 








Cradle Heel tread 
cups and cradles the 
heel... affording 


natural arch 





support. 
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Don't be bashful! If you're a Rhythm Step dealer, 

step right up and share the limelight by featuring 

Rhythm Step's “fashion-of-the-month.” 

In August, it's Seal-Black Suede . . . next in Rhythm Step’s 
month-after-month promotions nationally advertised in 


Charm, Cosmopolitan, Woman's Home Companion. 

This consistent national advertising is an extra “plus” 

for Rhythm Step dealers . . . another reason why it pays to 
feature the exclusive “plus'’—those 3 invisible 

Rhythm Treads—that make 


Rhythm Steps 


MORE THAN JUST BEAUTIFUL SHOES 





JOHNSON, STEPHENS & SHINKLE SHOE CO. 
St. Louis 


Western Representotives: 


JOSEPH S. KATZIF, HARRY CRATZ, 
Hotel Ambossedor, Los Angeles Benson Hotel, Portland 
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| 3 get ready for the 
BIGGEST NATIONAL ADVERTISING CAMPAIGN 


' 
' 


i, pher-bird HISTORY 


- In 7 leading MAGAZINES ... IN THIS WEEK, 
SUNDAY ROTOGRAVURE SECTIONS... 
in SPECIAL KEY MARKET NEWSPAPERS— 
localized national advertising working up 
greater demand for Weather-Bird Shoes! 





-B/RD 
e 
wits Weat® a 
“ is 
% 
© 
” 


| 
Wearner-Birp 
SHOES 


FOR SOYS AND GIRLS ARE uy r Fez “ 


PETERS SHOE COMPANY, DIVISION OF INTERNATIONAL SHOE COMPANY, ST. LOUIS 3, MO. 
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"15,300,000 





WINTHROP ADVERTISING PACKS 
65,600,000 MALE IMPACTS 


Winthrop’s national advertising schedule for Fall—a total of eleven insertions in the outstanding 
magazines listed above—will deliver an estimated total of over 65,600,000 impressions of the 
Winthrop name and Winthrop style, quality and value to shoe-conscious American men. 


Wide-awake dealers cash in on this advertising. They consistently “second” the notion to buy which 
Winthrop national ads create by following up with newspaper ads, prominent display of the Winthrop 
name on store fronts, windows and interiors, by use of Winthrop direct mail folders and radio spots. 


These dealers vouch for the effectiveness of Winthrop's national adver- 
tising. The steady hum of their cash registers tell them it pays to follow 
through and strongly identify their stores as local Winthrop headquarters. 


‘Wintnrop SHOes for men “Wintnroe Jes. for boys A\Y, 
s795. $ 95 $695. $795 
fits _. J | INTH <6) 


In-'n-Outer Leisure Shoes *8°° 


WINTHROP SHOE CO. + DIV: INTERNATIONAL SHOE COMPANY « ST. LOUIS SHOES 
New York Sales Office, Room 914, Marbridge Building 








in these pages. 


om Audit Bureau of Circula- 
™® tions, organized in 1914, is 
« <ooperative and nonprofit associ- 
ation of more than 2800 publish- 
ers, advertisers and advertising 
agencies in the United States and 
Canada. Working together, these 
buyers and sellers of advertising 
space have established definite 
standards for measuring and uni- 
form methods for auditing the 
circulation of periodicals and 
newspapers. Only publications 
with paid circulation are eligible 
for membership in the A.B.C. 


The Bureau has a staff of experi- 
enced circulation auditors who 
make an annual audit of the circu- 
lations records of each publisher 
member. Based on these audits 


the Bureau issues A.B.C. reports 
which tell how much circulation 
a publication has, how much sub- 
scribers pay, how the circulation 
was obtained, where it goes and 
many other facts essential to the 
sound investment of advertising 
money. Of special importance to 
business paper advertisers is an 
occupational or business break- 
down of the paid subscribers. This 
tells you how much of the total 
circulation represents a logical 
audience for your advertising and 


How our membership in the 
Audit Bureau of Circulations gives 


constant protection to the advertisin g 


a market for your merchandise. 
In addition to the annual Audit 
Reports, the Bureau issues semi- 
annual Publisher’s Statements. 


Guesswork and waste are 
avoided when you select advertis- 
ing media on the basis of factual 
information. Always make A.B.C. 
reports your starting point when 
you buy advertising space. 


This business paper is a mem- 
ber of A.B.C. Ask for a copy of our 
A.B.C. report and then study it. 


7 » » 


SEND THE RIGHT MESSAGE 
TO THE RIGHT PEOPLE 


Paid subscriptions and renewals, as de- 
fined by A.B.C. standards, indicate a 
reader audience that has responded to a 

lication’s editorial ap With the 
interests of readers thus identified, it be- 
comes possible to reach specialized 
groups effectively with specialized ad- 
vertising appeals. 
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ABC = AUDIT BUREAU OF CIRCULATIONS = Facts as the Basic Yardstick of Advertising Value 
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A Superfine 


REG. U. S. PAT. OFF 








Our Famous Clinic Last and Seamless Pattern 
UNLINED GENUINE HUNT-RANKIN’S BUCKO 


Style 408 — White. Retails $7.95 
— : Deluxe Model 


Top-Grade Hunt-Rankin’s White Bucko 
Unlined Outside Counter Pocket 
White Duflex Napline Sole 
White Welting 
12/8 White Soloid Heel with Nap Toplift 


6 10 AAAA @ 416/10 AAA-AA @ 4/104 


314/10 BC 
IN STOCK 


Order in 36-—72-—or 108 pair units 


‘THE JUVENILE SHOE CORPORATION 
OF AMERICA 


SHELL BUILDING @ 1221 LOCUST STREET @ SAINT LOUIS (3), MISSOURI 


_— WHITE HEEL WITH WHITE DUFLEX 
Clinie Oxford NAPLINE SOLE AND TOPLIFT 
















EXCLUSIVE 


SANDAL~CRAFT 


CREATIONS 
Specialists in Sandals Exclusively oS 


SANDAL-CRAFT, INC. 
Syndicate Trust Building 
St. Louis 1, Mo. 








Letters 
to 


The Recorder 


Finds Problem in Fitting 
Editor, Boot AND SHOE RECORDER: 


Fo. the past few days there have 
been articles in the newspapers telling 
about the new shoe styles for women. 
For some time I have been wanting to 
try to contact someone concerning the 
fit and not the style of women’s shoes. 
There is not a woman I know who is 
able to find shoes that are completely 
satisfactory. “I have tried many dif- 
ferent makes of shoes but have yet to 
find a pair that are comfortable. Yet 
it seems it would be so very easy to 
ameliorate the situation. 

I have never heard any woman com- 
plain that her shoes were too tight in 
the heel. So many of us must wear 
heel cups, heel grips, or heel pads in 
order to make shoes stay on. Why are 
shoes not made just a little more snug 
in the heel so that they will not slip off 
each time a step is taken? 

However, the greatest complaint of 
all is the fit across the toes. The foot 
broadens out gradually from the instep 
to the ends of the toes. Yet I have not 
had a pair of shoes since I was a child 
that do not slant inward to a point, 
cramping the toes and causing excruci- 
ating pain and ultimate permanent foot 
ailments. If I try to get a size wider 
or longer in an effort to have comfort 
across the toes, the rest of the shoe is 
too large and the foot slides around. 
None of us want to wear heavy shoes 
with bulldog toes for dress, so please, 
can’t our shoes be made a little roomier 
across the front in order to accommo- 
date five toes instead of crushing them 
into a space too small? 

Myriads of women would be eternally 
grateful and shoe retailers would have 
fewer complaints if these corrections 
were made in women’s shoes. Won’t 
you please DO SOMETHING ABOUT 
IT? 

PATIENT CUSTOMER. 


Store Changes Ownership 


MANCHESTER, N. H.—Oswald F. Car- 
berry has taken over the Walk-Over 
Shoe Store at 572 Central avenue, which 
has been operated by Harry E. Hughes 
for 41 years. The new owner has been 
for 26 years a salesman in the store he 
has just purchased. The new store sign 
will read, “Carberry Shoe Store.” Mr. 
Carberry will continue to carry Walk- 
Overs but will carry other lines, as well. 


Named Shoe Buyer by St. 
Louis Department Store 


St. Louis — Stix, Baer and Fuller, 
large St. Louis department store, has 
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A Special Offering of 


CARNEGIE SALON 


Footwear 


Made to Retail at 
$] 2% and up 


An Unheard-of Saving on 


FALL FOOTWEAR 


Nationally odvertised shoes made to 
formerly retoil at $12.95 and up 


. 85 ‘io 


510 Brown llamo kid... match- 
ing platform 
Block Hama kid 
ing platform 
Genuine copper penny 
potent...meotching plot- 


511 


motch- 


Black plastic patent 
vine block cobra 


gen- 


518 


These shoes oll corry 218 heels 
and o %" platform. 


announced the appointment of Max 
Marshak as buyer of children’s shoes, 
women’s moderately priced shoes, play- 
shoes and slippers. 

For the past year and a half Mr. 
Marshak was buyer for all shoe depart- 
ments of the William Hengerer Co., 
Buffalo, N. Y., but prior to this period 
he had been associated with the shoe 
department of Stix, Baer and Fuller for 
15 years. 


Retail Shoe Firm Incorporates 


READING, O.—lIncorporation of the 
Gahl Shoe Company, Reading, to suc- 


Mots 

y evailable 
upon 
reqvest 


Pocked in 36 pair to a case 
15 double A's and 21 B's. Orders filled 
os received subject to prior sole 


M. K. Weil Shoe Co. 


1215 Washington Ave., St 
CEntro!l 4898 
WHILE IN 


Lovis 3, Mo 
CEntral 3762 
TOWN SEE WEIL 


Notionally Known for Quolity Shoes 


Since 32 


ceed a proprietorship was announced 
by this suburban retail shoe firm June 
25. Capital is 250 shares of no par 
value stock. 

Incorporators are John H. Gahl, Jr., 
Jane Gah! and John H. Gahl. 


New Store Chartered 


RALEIGH, N. C. The Secretary of 
State has issued a charter to Kay Ex- 
clusive Shoes, Inc., of Fayetteville, 
which proposes to deal in shoes under 
authorized capital stock of 100,000. In- 
corporators are J. Bernard Stein, M. E. 
Holloway and Robert H. Dye, all of 
Fayetteville. 





Long-wearing, hep-shoe that’s Back-to-School news 
from coast-to-coast! 


Featured in two leading National publications — 
33,450,000 active readers! 














Tie onto a promotion that’s a honey—hitting twice in two 
sterling publications at back-to-school time. Featuring the 
shoe that is young America’s answer to smart style, long last- 
ing good looks. Get your supply of tie-in props, window display 
units, direct mail pieces and newspaper ads from us today. Make 


your community JOGS conscious. It pays in mounting sales. 


MANSFIELD SHOES, WHITMAN, MASSACHUSETTS 
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Shoe Promotion Plans for Fall 


Manufacturers Announce Advertising Campaigns for the 
Coming Season and Indicate Plans for Dealer Cooperation 


Air-Tred Uses Large Space 


Close and intimate co-operation with 
the retail dealer is the aim of the Air- 
Tred Shoe Company, Auburn, Maine. 
Fall and Winter promotion includes 
large space magazine advertising plus 
powerful point-of-sale assistance. 

The Air-Tred line of women’s welts 
is comprehensive, furnishing the three 
main age groups of women with styles 
and construction best suited to the style 
equirements of each. The Air-Tred 
hoe has always been promoted as a 
shoe for active women, with each style 
category promoted along one definite 
nd factual line of approach. 

The appeal to women centers on 
“smart comfort” and serviceability in 
style; Air-Tred is the functional shoe, 
says the promotion, and as such it is 

ld 


American Girl Has Extensive Plan 


“We are definitely planning a very 
extensive program of national advertis- 
ing this Fall, and will start the season 
with a full page ad in Seventeen, which 
will appear in the August issue,” says 
A. D. Aronson of American Girl Shoe 
Co. “This will be followed by a full 
page in Life in the September 12th edi- 
tion. We intend to use Charm maga- 
zine for the month of September and 
also to repeat in Life magazine with a 
full page in the October 24th issue. 

“We are also planning an ad in the 
Ladies’ Home Journal, the date of 
which has not been set.” 


Continuous Advertising for Bates 


F. E. Ryan, sales manager of Bates 
Shoe Co., Webster, Mass., reports: 

“Our national advertising program 
calls for continuous advertising regard- 
less of season, 

“Trade paper advertising in Boot & 
SHOE RECORDER and Apparel Arts. 

“Dealer tie-ins in our opinion are tre- 
mendously important as they remind 
shoppers of the national ads and tie 
the store in directly to the national ad- 
vertising.” 


Brauer Bros. Using 
Monthly Insertions 


Paradise shoes will continue to be 
featured monthly in such mass circula- 
tion publications as Ladies’ Home 
Journal and Women’s Home Companion. 


In addition there will be one-half page 
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two-color ads in these magazines as 
well as in Life. Further, Paradise 
shoes will be featured in full-page two- 
color ads in such class publications as 
Vogue, Harper’s Bazaar, Modemoiselle 
and Junior Bazaar. 

The company feels that the continued 
monthly insertions in magazines with 
combined circulation of better than 
9,000,000 women readers is a most valu- 
able merchandising aid. The impact 
f the color-ad promotion in September 
should continue to make these shoes one 
of the best nationally advertised lines 
of fash:on shoes in the country. 


Carlisle to Stress New Colors 


Two muted Fall colors, Spruce-y 
Green and Blackberry Punch, are im- 
portant in the Mademoiselle line for 
early Fall and will be featured in the 
national advertising of Carlisle Shoe 
Company in the fashion magazines. 

Mademoiselle shoes will be featured 
in the advertising of the younger fash- 
ion magazines during the month of 
August with special emphasis on 
silhouette and color. The company be- 
lieves in timely advertising and has 
planned a schedule accordingly. In 
August it is the back-to-college and 
back -to-business interest of young 
women to which they appeal; in Sep- 
tember it is the post-vacation high-fash- 
ion interest. 

With each ad planned to go into a 
fashion magazine, newspaper ads for 
the local dealer to use in his own news- 





Litters 
Fitch Pine 





Fall color co-ordination to be promoted 
by |. Miller, who will supply above type 
of newspaper ad mats to deolers. 


* 


papers are furnished to him, thus local- 
izing the national advertising to make 
it work at point-of-sale for the dealer. 


Cobblers Feature Back-to-School 


Cobblers, Inc., 
their advertising beyond 
month of September, concentrating a 
the present time on powerful back-to- 
school promotions of their Moccaround 
and other youthful and well selling 
styles. Full page, two-color ads wiil ap- 
pear in leading fashion magazines ca- 
tering to the young trade and will be 


specified 
the 


nave not 
schedule 


. 


followed up by smaller space ads. 


Dealers’ help will be provided for 


all Cobbler retailers as heretofore. 


Co-ordinated Selling Events 
Planned by Commonwealth 


“Commonwealth Shoe & Leather Co. 
Fall and Winter, 1947, promotional! 
plans comprise a continuous series of 
coordinated selling events each nation- 
ally authenticated through Life, 
lier’s, Saturday Evening Post, Esquire 
and \ewsweek on a two weeks schedule 
starting August 15 and running 
through December 30,” announces Wal- 
ter J. Avery, advertising manager. 


Col- 


“These promotions include Bostonian 
Strato-Mocs, Bostonian Bos- 
tonian Norviks, Bostonian Setter Red, 
Bostonian Glengary, Bostonian Foot- 
savers, Hand Shoemaker Bostonians, 
Bostonian Juniors, Mansfield Jogs, 
Mansfield Brutes, Bostonian Slax, 
Beagle Boot, Bostonian Slax Bowling 
Shoe and Bostonian Slax Christmas 
Male Call. 

“Against each of these promotions 
dealers are provided with a compre- 
hensive service of newspaper mats, dis- 
play cards, display props, direct mail 
and one half minute radio for 
hook-up at point-of-sale. 


Classics, 


spots 


Connell Advertises to 
“Horsey” Crowd 
John M. Connell of the J. M. Connell 
Shoe Company, South Braintree, Mass., 
plans to continue his Spring advertising 
program into the Fall. This calls for 
both trade and consumer advertising. 
Regularly, each month the Medalist 
boots will be promoted to the trade in 
page advertisements and smaller space. 
[TURN TO PAGE 86, PLEASE] 
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Advertising direct to the horseback 
riding enthusiasts will be attained via 
horse show programs and various spe- 
cial horsemen’s magazines. J. M. Con- 
nell retailers are also supplied with 
distinctive mats and colorful window 
displays. 


Craddock-Terry Shoe Corp. 

All divisions of Craddock-Terry will 
continue to carry their message to re- 
tailers through Boot AND SHOE RE- 
CORDER and Footwear News. American 
Gentleman Division will also use Men’s 
Wear, while Miracle-Tread and Nat- 
ural Bridge Shoes will be advertised 
in Women’s Wear Daily. 


American Gentleman Division 


American Gentleman Division will 
advertise its line of men’s footwear in 
an expanded national advertising cam- 
paign this Fall, with appearances in 
Collier’s and The Saturday Evening 
Post from August through November, 
in addition to a four-color page in the 
October issue of Esquire. The Esquire 
ad will feature shoes appealing espe- 
cially to young men establishing a basic 
wardrobe, while the ads in the Post, and 
Collier’s will continue to use the world 
of sport as a background for the Amer- 
ican Gentleman theme of “fine per- 
formance and distinctive styling.” This 
theme will be reflected in a new series 
of newspaper ads, window and counter 
card displays, and direct mail con- 
sumer cards, thus enabling the retailer 
to obtain maximum profit from the in- 
creased national promotion. 





Natural Bridge Shoemakers 


Natural Bridge Shoemakers will con- 
tinue to build consumer acceptance for 
dealers in the coming season with con- 
sistent appearances in Vogue, Mademoi- 
selle, and Good Housekeeping—begin- 
ning with a full page color-spread in 
the September Vogue. Natural Bridge 
national advertising will emphasize the 
“natural” smartness and comfort of 
this line of shoes which is manufac- 
tured in styles suitable for women of 
all ages. Dealers will receive double 
benefit from this advertising by means 
of local tie-ins, including newspaper 
ads, window displays, and a localized 
direct mail consumer program. 


Miracle Tread Division 


Miracle-Tread Shoes for Women will 
again be on display this Fall in the 
pages of Glamour and The Ladies’ 
Home Journal. The national promotion 
will get under way with a full page 
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four-color ad in the September 
Glamour. The “Lovely Ankles” theme 
of this advertising will also be pro- 
moted locally by dealers with a new 
and reinforced program built around 
newspaper ads, window and counter 
card displays, and direct mail selling. 


Daly Bros. Announce Heavy 


Program 
The Marion Shoe Division has an- 
nounced an exceptionaliy heavy con- 


sumer campaign for Fall men’s shoes. 

With regular insertions of space 
units ranging up to full pages in color 
in 17 magazines and 23 newspapers, the 
campaign is backed up with trade ad- 
vertising in five trade publications as 
well as a complete dealer help program. 


J. Edson Andrews Announces 
Extension of Daytimer Plans 


Daytimer Shoe Company has ex- 
tended its advertising program for the 
coming Fall season. In addition to 
regular consumer advertising in maga- 
zines such as Junior Bazaar, Modemoi- 
selle, Glamour, Parent's, 
etc., more trade advertising is to be in- 
cluded. 

“We have also inaugurated a new 
service for furnishing our customers 
with blown-up cuts of our fast selling 
shoes to be displayed in their stores 
and windows, changing them from time 
to time as the season’s styles dictate,” 
declared J. Edson Andrews, president. 


Seventeen, 





\ Tee. Smee FOR. You 





Rough sketch showing type of layout 
planned for Holland-Racine color news- 
paper advertising. 









Double-Barreled Desco Campaign 


Desco Shoes will continue to be ad- 
vertised both to the consumer and in 
the trade. 

The merchandising wedge or “hook” 
will be the value that the consumer 
gets when she buys a pair of Desco 
Shoes. The Desco $4 and $5 retailers 
will be offered as proof that the con- 
sumer’s dollar goes far when she pur- 
chases a pair of Desco Shoes. 

A complete new line has been cre- 
ated in which style is featured but in 
which dollar value plays a most im- 
portant part. These Desco $4 and $5 
retailers will be California processed, 
all leather uppers and all leather soles. 
The low prices will be maintained des- 
pite the increase in leather prices ete. 

The women’s and girls’ fashion maga- 
zines which Desco has used heretofore 
will be continued. 


Drew to Increase Ad Space 


Irving Drew’s plans call for approx- 
imately 25 per cent more space in na- 
tional magazine advertising than pre- 
viously. A better window display pro- 
gram, better and larger newspaper 
mats on individual shoe mats, as well 
as many two and three-column pre- 
pared newspaper ads are also planned. 
Cooperative advertising with dealers 
on Drew Arch Rest Shoes and Dr. Hiss 
Balanced Shoes will be included. 





Enna Jettick Expands Program 


Announcement has been made by 
John J. Lane, advertising manager for 
Dunn and McCarthy, Inc., that a con- 
siderably expanded national program 
for publicity on Enna Jettick shoes i 
being worked out for Fall. Details of 
the program have not been determined 
to an extent that would warrant a full 
and complete statement at this time. 





Chas. A. Eaton Continues 
Long-Term Program 


Etonic Arch Fitting Shoes continue 
their long-term consistent program of 
advertising throughout the year, direct 
to the consumer through the outstanding 
national men’s fashion magazines and 
in the leading metropolitan newspapers 
coast to coast. This advertising is in- 
dividualized through a completely co- 
ordinated point-of-sale plan embracing 
a complete, flexible display program, 
newspaper mat service, and direct mail 
—all featuring the same shoes as those 
illustrated in the national advertising 
and in such newspapers as New York 
Times, Chicago Tribune, Los Angeles 


[TURN TO PAGE 88, PLEASE] 
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than a baby's 
FIRST STEP 


Write for illustrated folder that 
explains in detail the new fea- 
tures of ACTUALIFE FIT... features 
thet care new and compelling 
soles points for infants’ shoes! 











THE NEW PLAY-POIsE CONSTRUCTION 


FEATURE THAT MAKES MOTHER-LOVE 
SNAP TO ATTENTION 


Play-Poise, taking a cast of a perfectly- 
developed infant's foot, has designed a shoe 
molded on the inside exactly as the foot is on 
the outside. The result of extensive research, 
ACTUALIFE FIT construction in Play-Poise 
Infants’ Shoes is all-important for perfect fit 
and healthy foot growth. 

These famous infants’ shoes combine sturdy 
Goodyear Welt construction and special flexi- 
bility. Sizes 4 to 9. 





THE VIRGINIA SHOE COMPANY, INC. 


(éstom Grade 


FREDERICKSBURG, VIRGINIA 

















SHOES FOR INFANTS 


CUSTOM-GRADE 


July 15, 1947 


AVAILABLE IN CHILDREN'S AND MISSES’ SIZES 
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Times, Philadelphia Inquirer, etc., and 
also promoting the complete line of 
Etonic in-stock styles on which Etonic 
dealers rely upon regular’ size-up 
service. 





E-J to Supply Promotion Helps 


Pending completion of advertising 
plans for the coming season, J. J. Ward, 
advertising manager for Endicott- 
Johnson Corporation, announced that 
retail dealers will be supplied with the 
customary promotion helps, including 
attractive window cards and an adver- 
tising mat service. 


Vogues by Jamesie 


Vogues by Jamesie, a division of En- 
dicott Johnson Corporation will con- 
tinue its national advertising program 
with broad coverage of fashion mag- 
azines for Fall, beginning in August. 
Mademoiselle, Seventeen, Charm and 
Glamour are among the media which 
will feature the “flying girl” and 
Vogues by Jamesie promotions. These 
light weight, Goodyear welt shoes will 
open the season with back-to-school and 
career girl campaigns. 

Intensive dealer promotional service 
is planned with concentration on a 
complete mat service. 

Though a comparatively new line, 
national distribution has been achieved 
with franchises in key cities all over 
the United States. Additional franchises 
are available and are being added. 


General Shoe Corporation 
Jarman Shoes for Men 


National advertising of Jarman shoes 
for men for Fall will include: Nine 
full page, four color advertisements: 
three pages in Life, three pages in 
The Saturday Evening Post, three 
pages in Esquire. Five style promotions 
to be featured in these nine ads: “Moc- 
Sans,” “Million-Aires,” “Brogadiers,’ 
“Town Leisuals” and “Royal Bur- 
gundy.” Theme of all ads: “Look 
Smarter with Jarman style leadership 
... Feel Better with Jarman ‘Friend- 
liness of Fit.’” Campaign starts Au- 
gust 22 and runs through November 21. 

Dealer Aids. An extensive plan in- 
cluding custom built, leather covered, 
brass studded window fixture set, in- 
cluding four special deluxe window 
panels which fit into a standard size 
frame. Custom Interior Displayer, 
built of light finished oak and clear 
plastic—designed to hold 40 boxes of 
Jarman shoes in the cabinet-like base, 
and 16 individual Jarman styles on top. 
Numerous other dealer helps. 

Direct Mail will consist of one color- 
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ful insert folder which iies in with 
national ad theme, and three postcards. 
Also dealers will receive catalog of 
dealer newspaper advertisements and 
radio spot announcements. Complete 
assortment of window cards and price 
tickets. 

Six pages of advertising will appear 
in Boot AND SHOE RECORDER, six double 
page spreads in Men’s Wear, six pages 
in Footwear News, three pages in Coast 
Shoe Reporter. 


Fortune Shoes for Men 


National advertising of Fortune 
shoes for men will include seven full 
pages, four-color advertisements: Four 
style promotions to be featured in these 
seven ads: “Rockits,” ‘* Townstreet,” 
“Nuggets” and “Moxfords.” Campaign 
runs from Septmber 6 through Novem- 
ber 22. 

Trade Publications . Six pages in 
Boot AND SHOE RECORDER, six pages in 
Footwear News, three pages in Coast 
Shoe Reporte r. 

Dealer Aids Deluxe solid ma- 
hogany window set, including special 
frame, two ramps and plastic shoe dis- 
player. Two deluxe panels to fit the 
mahogany frame are designed to tie-in 
with the current campaign. Deluxe In- 
terior Displayer, built of mahogany to 
match the window set, designed to dis- 
play 12 Fortune styles with hidden 
compartment for storing small acces- 
sories such as socks, handkerchiefs and 
belts. Various other items. 

Direct mail consists of colorful in- 
sert folder which ties in with the na- 
tional ad theme. Also dealers will re- 
ceive catalog of dealer newspaper ad- 
vertisements and complete asortment of 
window cards and price tickets. 


Fortunet Shoe Company 


The first promotion on Fortunets for 
Fall features Fortunet shoes and hand- 
bags in Crocodero matching leathers. 
The ad will break in Vogue magazine 
on August 15. Advance announcements 
and reprints will appear, and have ap- 
peared, in the trade magazines. 

Promotion No. 2 will break in Charm 
magazine September 1 issue. It will 
feature Fortunet shoes and bags in 
matching leathers. These leathers will 
feature one black suede—black smooth 
leather combination, and one all brown 
smooth leather, as two of many styles 
and colors presented by Fortunet. 

The subsequent Fall campaign is yet 
to be announced, but will emcompass 
additional magazine advertising  to- 
gether with national newspaper adver- 
tising. All of these magazine ads, in- 
cidentally, are full page ads in color. 










Dealer helps to support our own cam- 
paign include mailing folders depicting 
the national ads, window card repro- 
ductions, a free mat service, and For- 
tunet signs. 


Acrobat Shoe Company 

Acrobat Shoe Company, divisiion of 
General Shoe Corporation, Nashville, 
announce that its extensive newspaper 
advertising in all Acrobat markets will 
be further increased this Fall. 

Autumn also will bring the third 
volume of a library series on the ad- 
ventures of Acrobat’s animated trade- 
mark character, Tumblin’ Tim. Books 
are given with each purchase of Acro- 
bat boys’ and girls’ shoes. 

Augmenting the advertising program, 
Acrobat will supply its dealers with a 
wide new selection of mats, designed 
to tie in with national newspaper ads. 
A new series of display material in full 
color is being prepared for distribution, 
according to the announcement, and ad- 
vertising in such national magazines as 
Parents’ will be continued. 


Storybook Shoe Company 

More stations this Fall will carry 
“Storybook Time,” appealing radio 
series sponsored by Storybook Shoe 
Company, division of General Shoe 
Corporation, Nashville, it was an- 
nounced today. Spotted in key markets, 
the 15-minute program is a fantasy 
slanted for toddlers-to-teens listening, 
recounts the adventures of two young- 
sters—Cappy and Kate. 

In addition to the radio backing, 
Storybook Shoes supplies dealers with 
mats to tie in with “Storybook Time,” 
and with free counter and window dis- 
play material. Each purchase of a pair 
of Storybook shoes brings a cutout of 
Cappy or Kate for paper-dol! activities 
by young customers. 


Edgewood Shoe Co. 


National advertising of Edgewood 
Shoe Co., Nashville, Tenn., will be car- 
ried in Life and Seventeen. Life will 
run one-quarter page, black and white, 
Friendly Sports ads, and Seventeen a 
series in full color spreads. To supple- 
ment this national coverage, dealers 
will be furnished a streamlined super- 
mat service to enable them to carry 
local promotional campaigns. A _ re- 
vision of Bea Friendly’s Beau File is 
ready for immediate release to all 
Friendly dealers. A large-scale saddle 
promotion is being prepared to tie-in 
with the “back-to-school” campaigns 
for Fall. Regularly spaced ads in Boor 
AND SHOE RECORDER and Women’s Wear 
Daily will also be run. 

“We certainly do believe your series 
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Manufacturers Announce Advertising Campaigns for the 
Coming Season and Indicate Plans for Dealer Cooperation 


of planned editorials pointing up vari- 
ous facts of shoe promotion for dealers 
will be of great help to all dealers as 
well as all manufacturers,” writes 
Leigh Kelley, assistant sales manager. 
“‘Now, as never before, good promotion 
and good merchandising will swing the 
balance for sound business in the 
months to come.” 





Kali-sten-iks Strong on Dealer 
Helps 


Leo F. Moller announces that The 
Gilbert Shoe Co. has various folders, 
birthday cards, and blotters available 
for use of Kali-sten-iks dealers, “We 
further supply them with window and 
counter signs, also price tags and other 
dealer’s helps. Balloons and electric 
signs will also play a large part in our 
advertising program for Fall and 
Winter. 

“We furnish complete newspaper ad 
mats and individual shoe mats gratis, 
and share the cost of newspaper adver- 
tising with our accounts. Our adver- 
tising helps and ad mats are con- 
veniently illustrated in the back of our 
catalog from which our customers can 
order their requirements.” 





Hamilton, Scheu & Walsh 
Plan Dual Program 


A comprehensive and coordinated 
promotional campaign featuring Penal- 
jo’s is planned for this Fall, according 
to Clyde W. Martin, sales manager of 
Hamilton, Scheu & Walsh Shoe Com- 
pany. 

Inasmuch as the Penaljo line has al- 
ready gained material recognition from 
fine stores throughout the country, the 
fundamental thought behind the pro- 
gram is “helping the retailer” by mak- 
ing a stronger effort than ever before 
to reach fashion-minded consumers 
through Vogue, Mademoiselle, Glamour 
and Charm magazines. 

In addition, and for tie-in purposes, 
a galaxy of news ads have been pre- 
pared for exclusive dealer use; and 
finally, each fashion ad will be mounted 
on individually designed Penaljo back- 
grounds for point-of-sale displays. 





Expanded Promotion for 
Hammond Moccasins 


Expansion of tested promotional ac- 
tivity is under way for retailers of 
Pine Tree moccasins, manufactured by 
Hammond Moccasins, Inc., Bangor, 
Maine. National advertising is only 
one phase of the Pine Tree schedule. 
Advertising and brisk promotion at the 
point-of-sale will tie in with striking 
window displays, material for which is 
furnished by the Pine Tree makers. 
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Emphasis is laid on quality, hand sew- 
ing, and clever style treatment of all 
Pine Tree footwear, all of which is of 
genuine moccasin construction. 





Herbst Advertising Plans 


Child Life Shoes will continue to 
be advertised this Fall in four issues 
of Parents Magazine, from the Au- 
gust issue through November. Repro- 
ductions of these ads for point of sale 
used by dealers will be distributed on a 
monthly basis to accounts as the ads 
appear. 

Monthly trade paper advertising will 
continue in the Boot AND SHOE RECORDER 
throughout the fall and early winter 
season. 

The program to supply dealers with 
quality counter and window displays 
will be carried out with several néw 
pieces now in the process of being de- 
veloped. 


Attractive Campaign for 
Heywood . 
Edward A. Fargo, Jr., announces 
that Heywood Boot & Shoe Company's 
advertising for Fall will be the most 
attractive campaign the company has 
yet produced. Use of trade publications 
will be continued in a forceful manner, 
with Boot AND SHOE RECORDER taking 
the lead. Special emphasis will be 
placed on point-of-sale advertising and 
co-operation with dealers locally. 





Hobby to Increase 
Appropriation 


Hobby Footwear, Inc., intends to in- 
crease its advertising appropriation 
for the Autumn 1947 season to include 
national consumer advertising. 

Heretofore, Hobby has confined its 
advertising to the pages of Boot AND 
SHoeE RecorDER and circulars to the 
trade. Now that acceptance has been 
built up among the jobbers and retail- 
ers, the organization feels that the time 
is ripe to “sell” the consumer, too, in 
such magazines as Seventeen and 
Glamour, to run concurrently with 
trade promotion. 

Hobby Nobbies will be presented as 
the “all-purpose” shoe for dress, sport, 
and casual wear. The slogan “Across 
the Nation the Shoe Sensation” will 
again be used in all advertising. 





Holland-Racine Shoes, Inc., 
Tell Fall Promotion Plans 

The trend in Holland-Racine adver- 
tising and merchandising will be to pro- 
vide closest possible support of the 
retailers sales activities. 


In addition to a continuation of the 
regular H-R advertising in the Sat- 
urday Evening Post, Collier's and Lib- 
erty there will be a number of special 
promotions: 

1. Pace-Setter Bucks: A _ national 
promotion on bucks that is backed up 
with 2 color advertising in the Sep- 
tember Esquire, plus special tie-in 
newspaper ads and display material. 

2. Also in September, the Nu-Matic 
line will be backed up with an inten- 
sive program of a full color page in 
Pictorial Review, newspaper supple- 
ment distributed with leading Sunday 
papers. Coordinated loca] dealer ad- 
vertising, newspaper mats, display and 
retail material will also be available. 
The newspaper full color page pro- 
gram wil] be launched with a dinner 
sales meeting for Independent Shoe 
Merchants and their sales staffs. 

Also in the Fall program are the 
first of a series of thematic window 
displays, which, while promoting the 
H-R lines, will provide a basic back- 
ground idea for a complete window 
display. Additional material] for spring 
and summer will be made available at 
a later date. 

Another feature of the H-R Fall 
promotion will be a broad new news- 
paper ad service. Newspaper mats will 
be available of all standard shoe styles, 
and the ads themselves are designed so 
that any type of shoe can be featured 
in any ad, thus making allowance for 
the sales and customer preferences of 
individual stores. 


International Shoe Company 
Winthrop Plans National-Local Tie-In 
The advertising department of Win- 

throp Shoe Company goes “all out” for 
national-local tie-in advertising, giving 
their dealers an abundance of advertis- 
ing aids which enable them to tie-in 
with each and every national adver- 
tisement, according to Chester A. Wil- 
liams. 

Aside from increasing the total 
lineage in their regularly used maga- 
zines (Life, Saturday Evening Post, 
Colliers, Pic, and Esquire) American 
Legion will be add this Fall, covering 
a highly potential men’s market. 

Some of the dealer tie-in aids Win- 
throp will offer to its customers this 
Fall include mounted reproductions of 
all national ads, complete window dis- 
play service, various forms of direct 
mail, radio transcriptions and a com- 
plete newspaper matrix service. 

Each of the above are so designed 
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that they tie-in with Winthrop’s na- 
tional advertising program. 





Conformal Expands Program 

Conformal Shoe Company has out- 
lined an expanded advertising program 
for the promotion of Conformal Shoes. 
Highlighting the campaign will be ad- 
vertising in Ladies’ Home Journal and 
in key city newspapers. The newspaper 
insertions will be in most of the im- 
portant markets of the country. Also 
forming an important part of Confor- 
mal’s program is participation in radio 
personality programs such as Arthur 
Godfrey and Dorothy and Dick in New 
York and June Baker in Chicago. 

The Conformal advertising depart- 
ment also has plans completed for 
newspaper advertising mats and win- 
dow display material that will be fur- 
nished free to dealers. Special direct 
mail folders and insert folders will 
be available too. 


Larger Friedman-Shelby Campaign 

Friedman-Shelby announces that an 
even great National Advertising Cam- 
paign for Red Goose Shoes is scheduled 
for Fall, 1947. 

In addition to more ads in Life, Look, 
Ladies’ Home Journal, Parents, Good 
Housekeeping, Calling All Girls, Pro- 
gressive Farmer and Country Gentle- 
men, Red Goose ads, in full color, will 
appear in This Week, the magazine 
supplement in 24 big Cities’ Sunday 
newspapers, plus Red Goose ads, in the 
rotogravure supplement of 17 Sunday 
newspapers, plus Red Goose ads in 14 
additional Sunday newspapers. The 
impressive total of more than 74,000,- 
000 sales messages is scheduled to ap- 
pear in 8 leading national magazines, 
24 editions of This Week and 31 Sun- 
day newspapers. 

The John C. Roberts National Cam- 
paign for Fall is scheduled in the 
magazines that men read and believe 
in: Esquire, Saturday Evening Post, 
Life, Colliers and Look, a total of 21,- 
881,291 sales messages telling the story 
of John C. Roberts Shoes for men with 
true-to-life color photographs, that tell 
a story of quality, shoe value and smart 
style. 

In addition to a regular seasonal 
newspaper matrix service, Friedman- 
Shelby dealers will automatically re- 
ceive newspaper mats of special tie-in 
ads, to be scheduled to run in their local 
papers to coincide with the on-sale- 
dates of the publications in which the 
national ads will appear. 





Comprehensive Peters Division Campaign 
Fall 1947 will be ushered in with 
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the most complete and comprehensive 
national advertising programs ever put 
behind the advertised lines that are 
offered by Peters Shoe Company. 

In addition to the usual four color 
magazine campaign on Weatherized 
Weather-Bird Shoes for Boys and Girls 

- in such top-notch magazines as 
Life, Look, Good Housekeeping, Ladies’ 
Home Journal, Parents, My Baby, 
Country Gentleman and Progressive 
Farmer. . . this campaign will be sup- 
plemented with half-page full color ads 
in This Week magazine and five other 
weeklies, and rotogravure and black 
and white ads in others. In all, 55 great 
metropolitan newspapers will carry 
these Weatherized Weather-Bird Shoe 
ads in August . in September and 
again in October—the peak months for 
juvenile retail shoe sales. 

‘As a dealer’s tie-in . . . a motorized 
unit for window use has been devised 
and in excess of 1200 of these will go 
on display in leading retail stores from 
coast to coast, and from the Gulf of 
Mexico to the Canadian Border. 

This greatly enlarged Weather-Bird 
national advertising program will break 
Sunday, August 10, and the follow- 
through will run until the snow flies in 
December. 

On City Club Shoes for Men, the 
campaign will again be limited to 
magazines of national scope, but the 
treatment of these men’s ads has been 
changed to a dominant black panel with 
the lettering in reverse, creating ads 
that will have far more than the usual 
attention-getting value. 

Velvet Step Shoes for Women will 
again be featured in August Mademot- 
selle, Charm, and Glamour; September 
Charm and Glamour and October Pho- 
toplay. 

As in the past, the firm intends to 
eontinue to feature all three brands in 
the leading trade papers. 





Roberts, Johnson & Rand Program 

As indicated by results, 1947 ship- 
ments to Roberts, Johnson & Rand’s 
customers will top by far any previous 
year in the 49 years of their history. 
Emergence from the perplexing after- 
math of wartime dislocations has been 
met with a minimum of trouble and as 
the company’s planned production pro- 
gram nears completion, definite plans 
for expanding distribution and national 
advertising are taking shape. 

In addition to Poll-Parrot’s already 
dominant magazine color advertising, 
broader and deeper coverage in fifty of 
the nation’s strongest markets mill be 
achieved this Fall with syndicated Sun- 
day magazines, roto and Sunday news- 


papers. 


The Rand men’s shoe program will 
include 11 color ads in six publications. 
Women’s Trim Tred shoe schedule will 
be continued with color ads in three 
fashion books. Poll-Debs for girls will 
also hold the same schedule as before 
in two teen-age books. 





Sundial to Use 40 Papers 


Sundial Shoe Company, Manchester, 
New Hampshire, a division of Interna- 
tional Shoe Company, launches the Fall 
schedule if its 1947 advertising pro- 
gram on August 25 with 300-line black 
and white insertions weekly in forty 
metropolitan newspapers throughout 
the company’s territory, from Maine to 
Florida, and west to Detroit. In addi- 
tion, Sundial’s color advertising pro- 
gram will be stepped up to include 
several full-page, full-color insertions 
in the New York Sunday News. 

Intensive coverage of the trade will 
be continued through trade paper ad- 
vertising and direct mail, to merchan- 
dise the consumer advertising and pro- 
mote the Sundial philosophy of “One 
Name—One Line—One Merchandising 
policy.” 


Johansen Bros. Fall Plans 


J. J. Byrnes announces on behalf of 
Johansen Bros. Shoe Co. that fall ad- 
vertising divides into three groups 
which perform the following three 
functions: provide the opportunity to 
develop prestige and style leadership, 
both in the consumer and dealer field, 
and provide a select, concentrated and 
active market and offer mass coveragein 
reaching large numbers of women read- 
ers who might represent potential 
Johansen consumers. 

National media to be used include 
Vogue and Harper’s Bazaar, Mademoi- 
sellc, Glamour, Charm and Good House- 
keeping. 


Continuity-Concentration 
Approach for Rhythm Step 


The shoe dealers who believe (and 
there are many such) that women buy 
shoes the year around, are encouraged 
by the Rhythm Step ad schedule plan- 
ned by Johnson, Stephens & Shinkle 
for the last half of 1947. National 
magazine ads will appear every month 
July through December in Charm, 
Women’s Home Companion and Cos- 
mopolitan—reaching a total of over 
nine million women each month. One 
month there will be the added support 
of pages in Vogue and Harper’s Bazaar 
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Shoe Promotion Plans for Fall 


for a special fashion promotion. This 
“continuity-concentration” approach to 
shoe advertising is based on the sound 
selling principle that people forget un- 
less they are reminded frequently. 





Fall Campaign for Walk-Over 


Deane E. Alexander, advertising 
manager of Gece. E. Keith Company, 
announces: ; 

“We are maintaining all of our na- 
tional magazine advertising for Fall 
and Winter, and WALK-OVER adver- 
tisements will appear consistently in 
Life, Collier’s, Esquire, Ladies’ Home 
Journal, Woman’s Home Companion, 
Vogue and Harper’s Bazaar. 

“In order to maintain this schedule 
the company has appropriated addi- 
tional advertising money to offset the 
increased rates and higher costs of 
production. 

“We are emphasizing to our dealers 
the local impact of this national adver- 
tising, showing them circulation and 
readership of these magazines in their 
own communities. We then provide the 
material for them to tie-in with our 
magazine advertising, furnishing win- 
dow blow-ups, window cards in several 
sizes, price tickets, and mounted re- 
prints of the magazine advertisements. 
To complete our follow-thru we pro- 
vide newspaper advertisements, a‘id 
mats of all individual shoes bought, for 
every dealer, sending these in time 
to coordinate with the arrival of the 
shoes; in order to help dealers set up 
their newspaper program at the time 
the shoes are in their stores. 

“We point out that the Company’s 
magazine advertising creates a desire 
for our merchandise, and establishes 
our brand name, and that the dealer 
by using the material which we pro- 
vide can make this his very own ad- 
vertising by letting his community 
know he is headquarters for the shoes 
advertised. 

“We are also maintaining our adver- 
tising schedule in the trade press, in- 
cluding full page advertisements in 
every issue of the Boor AND SHOE 
RECORDER. 


—_—_— 


I. B. Kleinert Featuring 
Plaid Slippers 


Four-color advertisements in Sep- 
tember issues of Mademoiselle, Charm, 
and Seventeen will announce Kleinert’s 
Brigadoon plaid slippers, which will be 
specially packaged in plaid boxes and 
carry identifying Brigadoon tags. To 
aid retailers to tie-up and capitalize on 
this program, Kleinert’s is supplying 
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series of newspaper mats and envelope 
stuffers. 


Krippendorf-Dittman 
Continued Program 


The Krippendorf-Dittmann Co. an- 
nounces through Frank X. O’Brien, its 
vice-president, that it will use space in 
Vogue, Ladies’ Home Journal, Woman’s 
Home Companion, Good Housekeeping, 
Mademoiselle, The Grade Teacher, and 
The Instructor. Most of these publica- 
tions have been on the Krippendorf- 
Dittman Foot Rest Schedule for a 
period of 12 consecutive years and the 
company feels that all of them have 
done a good job. 


Longini Extends Plans 


So successful have been the results 
of their first national advertising of 
Life-Guard Shoes, that the Longini 
Shoe Mfg. Co., Cincinnati, makers, not 
only have decided to continue in the 
national field, but have arranged to 
extend their plans. 

“Our opening shot was space in Good 
Housekeeping last Spring,” said Charles 
Longini, executive vice-president; “after 
we had been awarded the seal of ap- 
proval by that magazine. We shall of 
course continue advertising in Good 
Housekeeping. 

“In addition, we are seriously con- 
sidering other national media, which 
we expect to use late this Fall. We are 
also preparing more dealer advertise- 
ments and other dealer aids than ever 
before, and are at present in produc- 
tion of half a million twenty-page con- 
sumer booklets which promote Life- 
Guard shoes. The story is developed to 
trace the history of Longini footwear 
from the pioneer days when it was 
first marketed 67 years ago. These 
booklets will be distributed through our 
dealers from coast to coast.” 








Marilyn Shoe Co. 
Featuring Kickerinos 


Kickerinos will be advertised in such 
national magazines as Junior Bazaar, 
Mademoiselle, Modern Screen Seven- 
teen and Today’s Woman. These ad- 
vertisements will run over a period of 
three months, with advertisements run- 
ning each month in most of the publi- 
cations. Four styles will be featured— 
The Patty, The Buck-O-Lure, The Su- 
sanne, and The Nymph. This adver- 
tising will be supplemented with tie-in 
display and counter cards, tie-in pre- 
pared newspaper advertisements, re- 
production proofs which merchants may 
use in preparing their own advertising, 


matches, radio scripts and other forms 
of advertising. Kickerinos are, of 
course, regularly advertised to the trade 
through the Boot AND SHOE RECORDER 
and Women’s Wear Daily with Foot- 
wear News. 





Milius Stresses Buoyancy 


The Life Stride Fall advertising 
campaign will emphasize the bouyancy 
of Life Stride shoes, by featuring “Air- 
borne” in imitation of sky-writing, 
over a skyline of buildings. 

Fashion magazines will carry color- 
ful advertisements, and cartoons, letter- 
heads, match books, counter signs, and 
woven labels will tie in. 





I. Miller Plans for Fall 


I. Miller, this Fall, is advertising new 
colors—a shadowy green, Pitch Pine, in 
calfskin and cobra—related shadow 
colors in cobra: Redroot, Silver Birch; 
new discreet detailing on black suede 
such as platinum piping, and satin 
underlay; new silhouettes for longer 
skirts—the important opera pump, 
closed toes, the Napoleonis flaring collar 
with the opened shank, the spiraling 
T-strap for dinner fashions; new heel 
heights—the midway heel, the higher 
than flat heel, and Millerkins—young 
shoes for young fashions by young de- 
signers. 





Myers Expands Fall Advertising 


Advertising plans for D. Myers & 
Sons, Inc. of “Baltimore will have a dis- 
tinct and sophisticated Continental 
flavor for Fall and Winter. Tailored 
Tred French Moderns will continue to 
be accented with special stress on their 
Paris-inspired source. This motif will 
be used to advantage in a national ad- 
vertising campagn appearing in Vogue, 
Harper’s Bazaar, Junior Bazaar, Glam- 
our and Charm. 

Window and counter display ma- 
terial will tie-in with the national 
campaign. A complete mat service pro- 
vides local advertisers with the means 
of identifying their stores with the 
magazine campaigns. “The Wheel of 
Style,” the Myers’ house organ, has 
been stepped-up in its presentation of 
more articles with sales ideas for re- 
tailers, while a trade-paper schedule 
will be used to carry special announce- 
ments of new numbers and promote 
the national advertising plan. 

Elkan R. Myers, president of the 
organization, announced that “Tailored 
Tred French Moderns advertising and 
merchandising is being expanded and 
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intensified to place our customers in an 
advantageous position for the season’s 
business.” 


Nettleton Fall Ad Program 


The Fal] 1947 advertising campaign 
of the A. E. Nettleton Company will 
consist of the following national ad- 
vertising: 

Esquire—September, four-color, full 
page; October, two-color, half page; 
November, two-color, half page. 

True—October, four-color, full page; 
November, two-color, two-thirds page; 
December, two-color, two-thirds page. 

Mademoiselle — August, four-color, 
full page; September, four-color, full 
page. 

To supplement this program, mat 
services for Lady Nettleton shoes and 
men’s Nettletons, window di¢play cards 
and blow-ups of national advertising 
in full color will be prepared for dealer 
use. Counter signs and matches will 
also be available. The attractive Lady 
Nettleton Style Sketch Books will be 
distributed among consumers. 





Nunn-Bush to Continue 
Extensive Campaign 


Nunn-Bush will continue to supply 
elaborately lithographed display cards 
to Nunn-Bush merchants. without 
“charge. These cards will be supplement- 
ed by an optional servire consisting 
of third dimension panels in massive 
hardwood frames. Completed news- 
paper ads in mat form will, of course, 
be available. 

“The use of such local ads will be 
strongly supported by the usual effec- 
tive Nunn-Bush advertising in the Sat- 
urday Evening Post, Life, Collier’s, Es- 
quire and Holiday,” according to Wal- 
ter Fanning, advertising manager. 
Nunn-Bush style books will also be 
available for local mailings, Mr. Fan- 
ning states. 


——_——. 


O'Donnell School Promotion 


O’Donnell Shoe Corporation, manu- 
facturers of Propr-Bilt Children’s 
Shoes, presents this Fal] a school time 
promotion with an added plus — it’s 
Back To School, Brightly. 

Back To School, Brightly, features 
the advantages of Propr-Bilt’s unique 
construction, recognized by orthopedic 
surgeons, as being conducive to better 
health, posture, and scholastic ability. 
National magazine, newspapers, radio, 
complete window units, point-of-sale 
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material, and direct mail will be used. 
Promotion to the medical profession 
will be conducted simultaneously. 

Plans are already under way for ad- 
ditional well-timed promotions to be 
presented in the Winter and early 
Spring. 


Coordinated Promotion for 
M. A. Packard 


Retailers of Packard shoes for men 
are preparing for Fall and Winter sea- 
sons with new and attractive window 
display material and local advertising 
prepared by the Brockton firm. Each 
unit is designed for coordination be- 
tween window, department, and news- 
paper advertising, not forgetting spot 
cards and price tags. 

Consumer appeal is centered on value 
as well as styling from the masculine 
viewpoint. Packard dealers will be able 
to launch a vigorous sales campaign 
well in advance of the season. 

To back up this aggressive promo- 
tion, the M. A. Packard Company will 
operate a special stock service for re- 
sizing which retailers expect to be nec- 
essary soon after the initial Fall sales 
campaign is launched. Details of this 
service are outlined in the Packard 
catalog now on the press 





Color Pages for Plymouth 

With its challenging keynote, “Watch 
Plymouth Watch Plymouth”—the 
Plymouth Shoe Company, Middleboro, 


"Mass., manufacturers of style shoes for 


men, has announced that it is embark- 
ing upon a dynamic national advertis- 
ing program featuring Plymouth Shoes. 

Timed with the fall season, the cam- 
paign breaks in August with full pagef 
in color in Esquire, Pic and leading 
college magazines from coast to coast. 
Plymouth’s new Fall line will be pre- 
sented dramatically and consistently to 
this broad men’s market. 

In addition, dealers will be provided 
with a complete program of merchan- 
dising aids including newspaper mats, 
radio commercials, display signs and 
shoe forms. 

Frequent advertisements in leading 
trade journals will keep dealers in- 
formed of every step in the campaign 
and a greatly increased sales force will 
make frequent calls on the trade to 
show how they can capitalize on the 
sales-stimulating Plymouth program. 





Extensive Campaign 
for Dr. Posner 


Dr. A. Posner Shoes, Inc., will again 
conduct an extensive campaign in Fall 


Manufacturers Announce Advertising Campaigns for the 
Coming Season and Indicate Plans for Dealer Cooperation 


national and trade paper advertising. 
Full-page ads in four colors will ap- 
pear in the September issues of Good 
Housekeeping and Parents’ Magazine; 
also black and white two-column ad- 
vertisements in Parents’ Magazine, La- 
dies’ Home Journal, and Child Life. 

Trade paper advertising wili include 
Boot AND SHOE RecorDER, Coast Shoe 
Reporter, Women’s Wear Daily, Foot- 
wear News, and Infants’ & Children’s 
Wear which will be uséd consistently 
each month. 

A newspaper mat service with a wide 
selection of individual shoe cuts will 
be available as well as price, tickets, 
display cards and units, counter cards, 
and blotters which will tie in the na- 
tional campaign with local dealer pro- 
motions. “Body Balance” and “Rite- 
start” folders will be imprinted with 
dealers’ names. There will be available 
on a_share-the-cost basis birthday 
cards, comic books, and balloons with 
the dealer’s name as well as a set of 
assorted toys so that he can promote 
good will among his young customers. 

Dealers will be able to purchase @ 
Curv-Lite fluorescent sign for window 
or counter identification. 





Roth, Rauh & Heckel 
Enlarges Program 


“Fall plans for Style-Arch shoes in- 
clude an enlarged national magazine 
and dealer-help program. The maga- 
zine schedule includes Life, Ladies’ 
Home Journal, Good Housekeeping, and 
Vogue. Free dealer material includes 
magazine display cards of all four pub- 
lications, window price tickets, radio 
scripts and an enlarged dealer mat 
service. 

For dealers who prefer to make their 
own cuts of the shoes in different sizes 
than included in the mat service, free 
glossy prints are available. A special 
feature is an attractive electric sign 
illuminated by concealed neon tubing 
—offered to Style-Arch dealers at a 
low price made possible by a large 
quantity order.” 


Samuels to Use 
New Approach 


This Fall 1947, De Liso Debs will 
be advertised in Vogue, Harper’s Ba- 
zaar, Mademoiselle and Charm. The 
company will back up these national 
eds with dealer mat service and other 
helps. There will be four distinct styles 
advertised and one color promotion. 
The national advertising campaign will 
be considerably different from any shoe 
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Shoe Promotion Plans for Fall 


advertisement that De Liso Debs have 
run in the past, and will introduce a 
new approach in shoe advertising. 


Sandler to Use Fashion 
And Youth Magazines 


The Fall advertising plans for Sand- 
ler of Boston will consist of a continuity 
in the trade journals plus full-page 
color ads to the customer via the fashion 
and young people’s magazines. 

This effort will be supplemented with 
custom-made mat service, counter dis- 
plays, blow-ups of national advertising, 
plus special merchandising of special 
promotions. 


Sbicca Plans Trade 
And National Coverage 


Advertising plans for the fall season 
have been completed by Sbicca, Inc. As 
in the past, these cover not only trade 
papers and trade magazines but also 
national advertisements. Thus not only 
the trade but the ultimate consumer 
will receive the news relative to the 
excellent products of this famous line, 
produced as always under the direction 
of Frank Sbicca, whose inventions and 
their wide application have contributed 
so much to the industry. 

The campaign will include a mat ser- 
vice which the company will place at 
the command of the retail trade with- 
out charge. 


Selby Schedule Starts Next Month 


“Starch ratings have given the re- 
cent Selby series of four-color bleed 
page magazine ads such high attention 
and readership percentages that little 
change in format is contemplated,” ac- 
cording to W. E. Lawson, advertising 
manager for the Selby Shoe Company. 
“Therefore, we plan to continue a 
strong schedule on the various Selby 
brands beginning with August issues 
in the leading mass and class maga- 
zines, such as Ladies’ Home Journal, 
Woman’s Home Companion, McCall's, 
Good Housekeeping, Vogue, Harper’s 
Bazaar, Mademoiselle and Charm. 

“Boor AND SHOE RECORDER, Women’s 
Wear, Footwear News, Creative Foo’- 
wear and Coast Shoe Reporter will con- 
tinue the regular series of Selby Trade- 
paper ads. 

“In addition, we have reinstated a 
complete direct mail campaign for deal- 
er’s use as well as a comprehensive dis- 
play program for windows and in- 
teriors. 

“And finally, each dealer will re- 
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ceive a complete merchandising port- 
folio, which should answer 99% of his 
advertising and promotion needs for 
the Fall season.” 





British Walkers Add 
National Publications 


Marshall B. Cutler, advertising man- 
ager for J. P. Smith Shoe Company, an- 
nounces that the advertising of British 
Walkers, men’s and women’s shoes, for 
the second half of 1947, will be in- 
creased and preferred national pub- 
lications’ will be added for both lines. 
Promotional emphasis will continue to 
center on the exclusive patented fea- 
ture of the shoes—Synchro-Flex con- 
struction— with art technique and 
treatment to further enhance their 
characteristic style originality. An out- 
standing style-of-the-month will be pre- 
sented to the public from August 
through December. 

British Walker dealer tie-up service 
will include new newspaper advertising 
every month and several, special point- 
of-sale highlights for retail store and 
window display. Trade advertising will 
be steady through the Fall and Winter 


seasons. 


Ad Helps for Sons Dealers 


W. Grant Williams announces on 
behalf of Sons Shoe Company of Bonne 
Terre, Mo., that all of their accounts 
will be supplied with individual shoe 
mats, newspaper ad mats and other 
promotional set-ups. 








Stacy-Adams Advertising 
* Program Expanded 

The Stacy-Adams long-term national 
advertising program in men’s class 
magazines has been expanded for Fall 
and Winter 1947-48 to include weekly 
insertions in all editions of the Christian 
Science Monitor. The Monitor adver- 
tisements will include a point-of-sale 
tie-in, listing the Stacy-Adams dealers 
in each edition in rotation, and provid- 
ing a coordinated mat service of the 
identical ads for use in local papers. 


Stone-Tarlow to Offer 
Novel Action Display 


In addition to the consumer campaign 
plan for “Elevators” for the second half 
of 1947, the promotional program has 
been augmented with a most unusual 
and already proved effective itinerant 
action display for windows. This dis- 
play is being routed to each of the 
“Elevator” retail outlets for a period of 
one week, and it dramatically depicts 





the slogan “Make Your Tallest Wish 
Come True” by means of two sets of 
figures, one of which enters the store, 
the man the same height as the woman 
accompanying him. They then emerge 
from the store and the man is definitely 
the taller of the two. 

Another unusual aspect of the Fall 
promotion is a participation in a num- 
ber of coast to coast daytime radio quiz 
programs on the national networks. To 
back this up a series of spot announce- 
ments are available for local use. 

Among the unusual dealer helps, in 
addition to the action display, there are 
sales manuals, fluorescent and laminated 
signs, tag booklets, advertising matches, 
a full series of dealer ad mats, multi- 
color envelope enclosures, etc. A busi- 
ness paper campaign is also in the 
works. 





E. E. Taylor Plans Ad 
And Merchandising Program 

In a preview of Fall advertising 
plans for the E. E. Taylor Corporation, 
Vice-President Edward Peabody an- 
nounces The Taylor-Made Shoe and The 
Taylored Moccasin will continue to make 
their consistent, colorful appearance in 
such outstanding national publications 
as the Post, Collier’s, Time, Newsweek, 
Holiday and Esquire. 

Retailers of The Taylor-Made Shoe 
and the Taylored Moccasin will continue 
to receive the solid backing of a com- 
plete merchandising-aid program closely 
integrated with Taylor’s familiar na- 
tional ads. Newspaper mats and other 
aids will help dealers to reach effectively 
a buying public which, today, demands 
nationally - recognized, famous - brand 
footwear. 


——— 


Fashion Slant for 
Tober-Saifer Divisions 


The Victoria Cross Division of the 
Tober-Saifer Shoe Manufacturing 
Company announces its new Fall sell- 
ing theme—“Fashion Begins With 
Your Footwear.” National advertis- 
ing, window displays and local news- 
paper campaigns will be aimed at the 
fashion-conscious woman, and will pro- 
mote the ensemble idea. 

The Jolene Division will continue its 
big “Hollywood-inspired” national ad- 
vertising and merchandising campaign, 
and the August issue of Seventeen will 
introduce the new nationally adver- 
tised line of Melody welt shoes. 

‘Trade paper advertising and dealer 
helps will serve as a follow-up to this 
program. 
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@ Better than leather? Velon looks 
and feels like leather, but wears 
without scuffing or cracking, peeling 
a fading! If you've never used Velon, 
: try it...its fashion-right colors, 
wonderful grainings are inspiring 
top-flight designs! Its ever-new 
beauty, its never-dulling finish delight 
customers! Ask your resources or 
write Firestone, Akron for the Velon 


full color booklet. 


Firestone (Velen 
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Shoe Promotion Plans for Fall 


Trimfoot Advertises to Mothers 


Trimfoot national advertising for 
Fall will follow the previous pattern, 
which has proven successful. Ads of 
uniform 2/3 page size will run in every 
consecutive issue of national magazines 
with concentrated coverage among 
mothers of small children. According 
to tests, most people forget even mem- 
orized material in less than two months. 
By using every issue, each new im- 
pact is added on top of retained recog- 
nition. Thus, the acceptance curve, in- 
stead of dropping off to nearly nothing 
after seasonal splurges, builds con- 
stantly higher each month. 

As expanded newspaper mat service 
supplemented by spot radio scripts is 
being offered to dealers for maximum 
profitable tie-in. Eye arresting display 
pieces are also available. 

Trimfoot ads will also appear in 5 
trade journals in the United States. 





Consistent Coverage for Tweedie 


Tweedie Footwear Corporation plans 
to do a consistent job of advertising in 
consumer publications and the trade 
press during the coming season, ac- 
cording to an announcement by M. R. 
Chambers, in charge of styling for that 
company. 


Weyenberg Announces 
Fali Campaign 


Weyenberg Shoe Mfg. Company will 
use the Saturday Evening Post, Col- 
lier’s, American Legion Magazine, Es- 
quire and True during the months of 
September; October and November. 
Most of this advertising will feature 
the Massagic air cushion line. 

The Portage Division of Weyenberg 
will use Life Magazine, Esquire, and 
True for its national advertising, some 
of which will feature the Porto-Ped 
line. 

Boot AND SHOE RECORDER will be 
used in advertising both lines to the 
trade. Dealer helps will include news- 
paper mats, window displays, window 
cards, neon signs, etc. 


Wohl Plans Extensive Program 


Wohl Shoe Company’s national ad- 
vertising program for Fall will be the 
largest in the history of the company. 

Wohl’s five major lines, Marquise, 
Jacqueline, Connie, Natural Poise and 
Paris Fashion, will appear in thirty- 
one full-page ads in black and white 
and full color in leading women’s mag- 
azines. Merchandising of the ads will 
include special display folders, mounted 
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display cards and large size window 
and interior display posters in full 
color. Coordinated with the magazine 
advertising, consistent campaigns on 
Wohl’s feature lines directed to the 
dealers will appear in the major trade 
publications. 

For the first time this fall, Wohl 
Shoe Company’s line of Young Amer- 
iea Children’s Shoes will be nationally 
advertised . . . the initial ads being 
planned for Good Housekeeping and 
Parents’ magazines. 





Wolff-Tober Stresses 
Dealer Tie-In 


R. D. Frey, advertising manager of 
Wolff-Tober Shoe Manufacturing Com- 
pany, announces: 

“In* our Fall advertising by the 
Wolff-Tober organization, including 
Paramount and Carmo Shoe Manufac- 
turing Companies, we propose to do all 
we can to encourage our dealers to 
tie-in more closely than ever with our 
national advertising and to thereby 
benefit from the solid foundation we 
have built on our brand names; namely, 
Barefoot Originals, Paramount Foot- 
wear and Carmelletes. 

“It is our firm belief that through 
complete cooperation, direct tie-in and 
follow-up of our national ads, and the 
usage of counter cards that we furnish 
our dealers can best secure the type of 
results they desire in the direction of 
our lines. Unfortunately, many dealers 
in the past have not felt that tying-in 
with National advertising was as 
important as we know it to be judg- 
ing from the experience of certain key 
accounts. The following statements set 
forth our plans for Fall promotion: 

“}) National advertising, as expan- 
sive a program as our budget will per- 
mit, covering the major fashion pub- 
lications. 

“2) Trade paper and magazine ad- 
vertising to keep our dealers and pros- 
pective dealers aware of the potentiali- 
ties of our lines. 

“3) The furnishing of more complete 
ad mat service than heretofore, with 
the knowledge that our dealers are now 
more than in the past few years con- 
scious of the need of advertising and 
dealer cooperation in the sale of shoes. 
In keeping with this, we propose to 
furnish extra cards, ad mats, letters 
relating ideas for promotion and dealer 
procedures.” 





Arch Preservers for Men 
Pian Fall Campaign 


With merchandise again available in 


satisfactory quantities, E. T. Wright 





& Company has announced an expanded 
advertising program for Fall. 

A double spread in color in the Oc- 
tober issue of Holiday, showing a num- 
ber of popular new styles, will launch 
the campaign. Black and white adver- 
tisements based on “style with com- 
fort” will run in Time and Newsweek 
in September, October, November and 
December. 

Along with this magazine advertis- 
ing, a special cooperative newspaper 
campaign will run in New York City 
newspapers, designed to cover the 
metropolitan and suburban New York 
markets. 

A new and greatly increased line of 
dealer helps will be offered dealers to 
tie-up with the national program. 

There is a new, very good-looking, 
large lucite and wood window display 
with which the retailer can draw par- 
ticular attention to his three or four 
most saleable styles. Designed in the 
modern manner, this display has al- 
ready won widespread favor with the 
retail trade. 

There are also football schedules now 
offered for the first time and proving 
very popular, new mats, mailers, fold- 
ers, counter cards, price tickets, etc. 





Back-to-School Promotion 
For Yankee Shoemakers Lines 


Leading off into the Fall season with 
an ad-a-month campaign and a string 
of sales-building promotion pieces, the 
Yankee Shoemakers, makers of Little 
Yankees and Yankee Debs, are all set to 
meet the back-to-school rush. Ads in 
Parents’ and Good Housekeeping will 
carry the selling slogan, “Little Yankees 
are designed to keep little feet normal,” 
to 12 million readers right through the 
Fall buying season. Counter, window 
and other permanent display pieces in 
color, price tags, 51 complete newspaper 
mats, radio commercials and a specially- 
designed fluorescent-electric plastic 
counter and ‘window sign are among 
the promotion pieces which have been 
prepared to aid dealers in boosting 
their sales of Little Yankee shoes. 





Colt-Cromwell Advertises 
Boots, Shoes, Bags 


Colt-Cromwell Co., Inc., Boston, 
Mass., are featuring for Fall “Fashion- 
Wise Combinations” of bags and shoes, 
in addition to their nationally known 
line of Riding and Majorette boots. 
These unique combinations of youth- 
fully styled shoes and bags in a variety 
of matching popular leathers, are na- 
tionally advertised on a _ sustained 

[TURN TO PAGE 122, PLEASE] 
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The body and soul of a beautiful shoe is the leather in which it 


is crafted . . . Kidskin. It is only natural that “Women love 
Kidskin.” Feminine good taste unfailingly appreciates 
Kidskin’s incomparable loveliness, its caressing 


suppleness, its enduring beauty. 


And, in Kidskin itself, the ultimate 
in quality, beauty and perform- 


ance is KING KID. 
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How to Use Radio for Results 


never thought much of it as a retail advertising 

medium,” the sales manager said. “I don’t mind 
saying that we were wrong. Radio can sell. It is a medium 
just as important as the newspapers, direct mail, and out- 
door we had been using for years.” 

That radio can sell is a discovery shoe merchants every- 
where are beginning to make. The spoken word sells shoes 
as well as the written. But unfamiliarity with radio tech- 
niques makes it difficult for the average shoe merchant to 
use radio intelligently. What are the ins and outs of this 
lusty young giant of a retail advertising medium? 

Are spot announcements or regular programs better for 
selling shoes? When should radio be used? And how? 

Radio shines as a tool for getting hot, immediate results. 
It is ideal for putting over a spot promotion. “Special 
values” are radio’s meat. 

But how should this selling tool be used? Spot an- 
nouncements or programs? - 

The choice of whether to use spots or full programs 
depends on many factors—the individual shoe merchant's 
advertising appropriation, the merchandise he advertises, 
the end he seeks. If, for example, the end is to sel] both 
the store and particular merchandise, then undoubtedly a 
full program will do the job better than will sporadic spots. 
However, the merchant may choose to use his newspaper 
and other advertising to sell the institutional idea—he may 
even choose to ignore this altogether; then, he wants spots 
to sell specific merchandise items. 

Hundreds of shoe merchants have found that spot an- 
nouncements, started correctly and put on at judiciously 
chosen times, can sell shoes as fast as new automobiles on 
ah open market. 

Care must be taken in writing scripts for spot announce- 

* ments. They are different from newspaper copy, because 
they are heard, not seen. In newspaper or other written 
advertising, long words and hard-to-pronounce words may 
be used. But they’re murder in radio copy. 

Note in announcements written by national advertisers 
how words with hard-to-pronounce syllables come few and 
far between. Specifically. words on this order are on the 
radio blacklist: those with more than one “s” sound; those 


“W: began using radio advertising only a year ago— 


with an excessive number of “p’s,” “r’s” and “t's”; and any 
words whose syllables don’t slide easily into one another. 

This advice may sound as though it is meant only to 
make things easier for the announcer. The radio-wise shoe 
advertiser remembers, however, that what is hard for the 
announcer—often hurried by a time schedule—to pro- 
nounce clearly, is also hard for the radio listener to hear 
clearly. 

Due regard for the announcer’s breath must be taken— 
again, not to convenience that gentleman but to get the 
selling message across clearly. A good rule is to write 
the copy “four-words-and-stop.” In other words, there 
should never be more than four or five ordinary-length 
words between natural pauses, else the announcer will 
have, perforce, to pause where it is not meant for him to 
pause. Result, again, a poorly articulated and poorly 
received selling message. 

These same rules apply when writing commercials to 
be used in a regular radio program. 

Where and when to use spots? 

Shoe merchants who have enjoyed success with radio 
advertising say that it is best used where a particular, 
perhaps particularly hot, item of merchandise is offered. 
It excels as a traffic bringer-inner. 

As for when, shoe merchants with radio experience say 
that if it’s a women’s item, use the cheaper daytime spots. 
If it’s for men or for all the family, night time is better. 
It is good practice to choose spots which sandwich between 
network programs of known popularity. 

In the preparation of a program, and choosing the sort 
of program to put on, most shoe merchants who have had 
results from radio advise calling upon the experience of 
radio station script writers or radio advertising specialists. 
‘ A new kind of radio program which is becoming avail- 
able for local advertisers is the “syndicated” network pro- 
gram. This is a regular program of national hook-up 
quality, which is sold to local sponsors in cities where the 
network has coverage. It allows the local advertiser to put 
on programs with his own signature which can compete 
for quality with those of big national advertisers. The 
number and style of these programs is as varied as that of 
national-advertiser programs. 





New Retail Ad Manual 


San FRANcISCO—Announcement and 
initial presentation of the new “Retail 
Merchandising and Advertising Manu- 
al” created by the Retail Division, Bu- 
reau of Advertising, A. N. P. A., was 
made by Division Director John Giesen, 
July 9, at the annual summer conven- 
tion of the Newspaper Advertising Ex- 
ecutives Association at the Hotel Mark 
Hopkins. 

The manual, a compact, 8%” x 11” 
package, contains a time table for plan- 
ning newspaper advertising that wiil 
present® the merchandise most persons 
want at the times they want it, and at 
prices. they are prepared to pay, Mr. 
Giesen explained. It will replace, he 
added, the Monthly Selling Kit, which 
the division has published since Novem- 
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ber, 1945, and in addition to including 
all the information supplied by the kit, 
the manual has been simplified and mod- 
ernized for maximum ease in its use. 

Compilation of a guide to planning 
and spending the retail advertising dol- 
lar, for use by both newspaper space 
salesmen and merchants, has also been 
completed by the Retail Division, Bu- 
reau of Advertising, Mr. Giesen an- 
nounced recently. Titled “The Retail Ad- 
vertising Budget,” the 29-page booklet 
carries the endorsement of Howard P. 
Abrahams, manager, Sales Promotior 
Division, National Retail Dry Goods As- 
sociation, and is one of the Retail Divi- 
sion’s services to the members of the Bu- 
reau. © 

In addition to general instructions re- 
garding how to arrive at a satisfactory 
advertising budget designed to produce 


the largest possible sales volume, the 
guide contains a tabulation of 115 dif- 
ferent classifications of retail business 
showing the record high advertising per 
cent-to-sales in each classification. 


Shoe Production Off in Canada 


MONTREAL, CANADA — Production of 
leather footwear in Canada in April fell 
to 3,404,750 pairs as compared with 
3,456,069 in the preceding month and 
3,878,052 in the corresponding month 
last year, according to figures released 
by the Dominion Bureau of Statistics. 
Daring the first four months of this 
year, 13,292,536 pairs were produced 
compared with 14,794,960 in the similar 
period of 1946. 
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Fashion and Action step out together 
when you use.. 


in your latest shoe designs 


FLEX-GORE is fine-quality goring. It is used exclusively 
by the Nation’s outstanding shoemakers because they know they 


can always rely upon its precision-controlled DURABILITY... 


its precisely uniform STRETCH TENSION ... 
its exact shades of BEAUTIFUL COLORS. 
Perfected through 57 years of precision engi- 
neering and testing by John V. Moore. 
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RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Meaapiclariing mi Markeds 


St. Louis 


Durinc the Summer production shutdown for vacations 
of shoe workers beginning June 27 and extending through 
the July 4 weekend, directing heads of St. Louis’s shoe in- 
dustry could look back on the first six months of 1947 as 
a highly successful half-year period. Production during 
that interyal was high in spite of a shortage of wanted 
materials, high prices, increased labor costs and a forced 
policy of buying for short term needs. 

In April, for instance, preliminary figures of the Eighth 
Federal Reserve Bank show that production amounted to 
approximately 8.3 million pairs, an increase of 3 per cent 
over March and a production total of slightly more than 
April 1946. The following month, May, was reported to be 
the largest month in the history of the firm, from the stand- 
point of sales, for one of the largest general line houses in 
St. Louis. 

Despite the current number one problem of the indus- 
try—exceptionally high prices for wanted leathers in the 
face of a high degree of selectivity on the part of the retail 
shoe buyer and the consumer, each influencing a policy of 
short term materials purchases and a hesitancy to permit 
production to be extended much beyond the margin of 
orders—a aumber of producers feel that one of the first 
major changes in merchandising policy on the part of man- 
ufacturers, which they believe will appear in the coming 
months, is a return to the in-stock service department of 
general line houses. 

Short term leather purchases may delay it! reports from 
the industry indicate, but the competitive market eventually 
will force its return. Selective buyers demand variety and 
a wide range of styles available for rapid replacement or- 
ders, merchandisers point out, and the solution is found in 
the in-stock service department. 


Chicago 

THE. divergence in thinking on the part of retailers as 
contrasted with that of manufacturers was typified at the 
late June shoe show held by the Chicago Shoe Travelers. 
In spite of the fact that new Fall lines were shown, the 
total of buying was comparatively inconsequential. Con- 
fronted with a poor current season, mainly due to “un- 
cooperative” weather, retailers throughout this part of the 
country find themselves with heavier inventories than they 
would normally have. Thus, with a large backlog of mer- 
chandise still to unload, they were hesitant about placing 
ordeys for Fall. While they readily admit they must have 
some new footwear in the not-too-distant future, they are 
temporarily at least playing a waiting game on the theory 
that prices must surely come down. __ 

Manufacturers, on the other hand, maintain that it will 
be completely impossible to lower prices since their costs 
are steadily higher than before. There is every reason to 
believe that wages will remain at their present high levels, 
if they don’t go higher. They point out that wages in the 


tanning industry, for example, are substantially higher 
than pre-war rates. Thus, leather costs more, as do the 
various other items that enter into the manufacture of a 
shoe. So, they reason, how is it possible for any shoe fac 
tory to reduce its prices? And with the continuing scarcity 
of desirable calfskins, they are, on the contrary, confronted 
with higher costs. Even if the average factory were able 
to achieve greater productivity, it still would not be enough 
to counterbalance the higher costs all along the line. 

What in the early part of the year was termed a “buyers’ 
strike” has thrown fear into the hearts of many retailers, 
is the opinion of many a manufacturer. The retailer is 
holding back on his seasonal buying and the result can 
only be poorly balanced stocks, !ess-than-minimum require- 
ments, inadequate to meet consumers’ normal demands. 
No sound business, they maintain, can be built upon such 
a faulty structure of indecisive merchandising policies. 
That caution is the natural result of poor business is nat 
ural, they concede. But they emphasize that shoe stocks 
cannot be replenished overnight, that a merchant must 
look ahead sufficiently and make his commitments ac- 
cordingly. They also emphasize that the Fall season will 
crystallize the new fashions for mest of the feminine world 
-—the longer skirt, the more rounded hipline and a more 
modified shoulder. New fashions in clothes bring in their 
wake new fashions in accessories. And in the accessory 
field, nothing is more important than shoes which give 
the “basic balance” to the entire costume. 

Thus, manufacturers believe that the coming season nfay 
be the testing ground for many a merchant, a proof of 
whether or not his business will survive. He cannot wait 
indefinitely to place his orders, just as the manufacturer 
cannot wait indefinitely to get into his production stride. 


Boston 


WHILE there are rumors that wholesalers, chains and 
mail order houses which do a large percentage of their 
buying in New England have been refusing to place orders 
for Fall delivery unless guaranteed protection against a 
price drop during the next three months, there are more 
helpful signs in other segments of the New England shoe 
industry. 

South Shore manufacturers of men’s good quality shoes 
and manufacturers of the better grades of women’s shoes 
which are scattered over the three New England shoe states 
are reliably reported to have booked at least some orders 
for delivery in time for pre-Labor Day openings in the 
retail stores of the country. While orders received are, of 
course, not in volume there is the hope that the buying 
tempo will be stepped up in the not-too-remote future. 
Factories generally were closed during the week following 
the Fourth, which is the traditional vacation period of the 
industry. 

Boston’s wholesale district has been unusually quiet and 
those specializing in quick-selling novelties have been rid- 
ding themselves of too-heavy inventories at prices below the 
cost of production. 


Boot and Shoe Recorder 











Ju 














JOYCE'S POLICY 


MARCH ”, 1943 “Many dealers have asked us to define our position in 


pect to the making of rationed or un-rationed shoes. 
We, ourselves, have Pitt a lot about our shoes in just those terms of late. 


However, the words rationed and un-rationed are really not part of a manu- 





facturer’s vocabulary. They belong in the government's dictionary primarily 
and concern the marketing of a product rather than its manufacture. 

“How can a shoe manufacturer establish a consistent policy of shoemak- 
ing determined by the conditions of sales of his product rather than by the 
product itself? Rationing is undertaken by a government to take care of the 
over-all conditions prevailing in our national economy. These conditions are 
subject to change and it is the government's task to adjust its policy to those 
fluctuations. A manufacturer who tried to suit his manufacturing policy to such 
regulations would be put in the position of the chameleon who settled on a 


crazy quilt and died of the strain.” 


J LY {, 1947 We could almost substitute the words leather prices for rationed 





and un-rationed in the first paragraph above which appeared 
in this publication about four and a half years ago. Today, the regulations 
governing a shoe manufacturer are not of government origin, but originate in 


the leather market which is equally out of his jurisdiction. 


In January of this year we reduced the prices of a number of our styles in 


our fight against inflation. Since then, however, leather prices are up 25% to 
40%. Now it has become necessary to recost our line again. Our leather shoes 


are being priced to go up $1.00 a pair at retail on August Ist for as long as 





present material prices hold. 





The cost of Joyces today is established by fluctuating packers’ prices, 
tanners’ prices and the world shortage of leather. We can no more control our 
pricing in this unsettled post-war period than we could rationing during the 
war. We can only control the quality of our product and the consistency of our 
policy. We can make shoes which are in keeping with that quality and policy. 


And we can continue to offer our 


dealers traditional Joyce value in ? 
contemporary terms. Ay)) 
Yepat Lhe 


JOYCE, INC. 
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Prestige and Profits through Advertisin¢ 


will show more profit and prestige 
Whatever 
your decision, you should adhere 
to the personality and policy of the 
siore in good times and bad, be- 
cause there are always people who 
will want the type of merchandise 
you sell and if you change your 
policy in the middle of the stream, 
you will have lost the value of the 
promotion which has been built up 
over a long period of time. Having 
made the decision as to the nature 
of your store, you can go ahead and 
plan the type of advertising which 
will appeal to that kind of trade. 

Now, how to reach those people 
you've classified as your prospects, 
in accordance with the type of store 
and merchandise. As we said be- 
fore, the atmosphere created in 
your advertising reflects your per- 
sonality and indicates the type of 
store you represent. This atmos- 
phere will single out exactly the 
tvpe of buyers you want. But you 
can also single out these buyers 
through the use of information 
which is available in your city. The 
Chamber of Commerce, the Real 
Estate Board, your local newspaper 
will give you information regarding 
the residential areas of certain in- 
come groups within your city. 
Therefore, if you are selling high- 
priced shoes, your higher income 
group will be more logical pros- 
pects than the people in the low in- 
come area and, of course, you then 
concentrate your direct mail adver- 


in the years to come. 
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tising on this high income area. 
Similarly, your survey will show, if 
you sell a medium priced shoe, that 
you can concentrate upon the mod- 
erate income group. If you have an 
existing list of prospects, you might 
look through it and see if it doesn’t 
work out in that way. The impor- 
tant thing now, is to build up addi- 
tional names based upon the lists 
that are obtainable. This list can 
be built up through using city regis- 
tration lists or by using names 
which are obtainable from the tele- 
phone company, which sometimes 
has subscribers classified according 
te area. 

Coming back once more to the 
idea of store classification, you 
might find it necessary to have vari- 
ous grades of shoes. In that event 
it would be a good idea to build up 
several separate lists, each one rep- 
resenting a different income level, 
and in that way you could send out 
your advertising literature, each 
piece addressed to a different in- 
come group. 


Institutional and Promotional 
Advertising 

Basically, there are two kinds of 
retail advertising you can use to 
build up your business, institution- 
al and promotional. Institutional 
sells the store and its policies; pro- 
motional sells the merchandise 
which you have for sale. Both of 
these should be employed, if you 
are to do a good selling and adver- 


tising job. There are certain media 
which lend themselves to each of 
these types of advertising. News- 
papers, generally, are used for both. 
Direct mail and radio are excellent 
promotional mediums. Car cards, 
billboards, displays are 
especially institutional 
purposes. 

Now, with regard to the use of 
your promotional advertising. if 
you are selling branded merchan- 
dise, your manufacturers are of 
great help in furnishing advertising 
material which will help you to sell 
their shoes, and you should take 
advantage of the material which 
they plan and produce under the 
guidance of expert advertising 
craftsmen. However, you should 
try to tie yourself in with the man- 
ufacturer’s advertising, for instance, 
by using a double guarantee, your 
own and the manufacturer's. This 
has the effect of convincing the buy- 
er that he is getting your own per- 
sonal guarantee and the backing of 
the manufacturer who represents 
ihe brand. 

Institutional advertising is a little 
more difficult, but here is where you 
can offer services which will be of 
direct value to your prospect—hints 
on how to take care of the feet dur- 
ing the Summer to avoid athlete’s 
foot, good walking habits, any idea 
which will give the prospect an in- 
dication that you are interested in 


window 


good for 


his problems. 





Cambridge Rubber Quits 
Massachusetts Factory 


CAMBRIDGE, MAss.—A decision by the 
board of directors to liquidate the fac- 
tory of the Cambridge Rubber Com- 
pany, here, and concentrate production 
of rubber footwear in the firm’s plants 
in Maryland and Pennsylvania was re- 
cently announced by Hans J. Kroto, ex- 
ecutive vice president. The Cambridge 
plant has been placed on sale by 
Charles W. Whittie & Bros., real estate 
brokers. 

In revealing the change, Mr. Kroto 
said: “The plant at Taneytown, Md., 
was erected only a few years ago and 
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is considered one of the most modern 
rubber plants in the country. We are 
confident that the capacity of this 
plant, together with that at Littlestown, 
Pa., will be sufficient to take care of a 
normal flow of orders.” 

Executive, accounting and _ sales 
offices will temporarily be maintained 
in Cambridge. 


Attends N. Y. Convention 


Syracuse, N. Y.—A. G. Posener, re- 
gional representative of Burns Cuboid 
Company, Santa Ana, Calif., spent a 
few days in Syracuse recently, contact- 
ing Cuboid retailers in the Central New 
York area and attending the convention 


of the New York State Shoe Retailers 
Association. He reported business con- 
ditions highly satisfactory in most of 
the localities visited on his present trip. 

In connection with the matter of na- 
tionally advertised shoes versus pri- 
vate brands, which was one of the 
topics discussed informally at the meet- 
ing of the New York state shoe retail- 
ers here June 22, Mr. Posener said the 
sentiment among approximately 50 re- 
tailers whom he visits regularly is 
overwhelmingly in favor of branded 
shoes. The retailers, he said, seem 
convinced that under today’s conditions 
a recognized trade name is, in the case 
of the average store, vitally essential 
for successful promotion. 
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A HABIT TO JOE... 
“NEW IDEA” TO HIS NEPHEW 
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...YET BOTH WANT THE SECURITY 
your P.S. Plan Provides 


HAVE YOU told all your new or recently hired employees about the benefits 
of the Payroll Savings Plan for the regular purchase of U.S. Savings Bonds? 
Wage earners, according to a recent nation-wide survey, want security 
more than anything else. They prefer security to big pay, soft jobs, au- 
thority, “success.” 

There is no surer way to this peace of mind than systematic savings. And 
what surer, safer, better means can your employees find than payroll allot- 
ments for U. S. Savings Bonds? Bonds that return $4 at maturity for every 
$3 they invest! 

Your active support of the Payroll Savings Plan is an investment in 
employee contentment, in the citizenship of your community, and in the 
security of America’s future. This is practical “employee relations” of the 
highest type and pays dividends of satisfaction to everyone. 

Start a drive today for larger participation in the plan. Many employees 
may be unfamiliar with its advantages. If you want literature for distribu- 
tion, contact your State Director of the Treasury Department's Savings 
Bonds Division. 





New 
Savings Bonds Plan 
won't affect the 
RS.2 


Tue Treasury Depart- 
ment and the banks of Amer- 
ica are making it possible for 
farmers, doctors, and other 
self-employed people to par- 
ticipate in “automatic” Bond 
buying by special arrange- 
ment with their banks. This 
extension of the Savings 
Bonds program is not a partial 
payment plan and is intended 
only for people who are not 
in a position to take advantage 
of the Payroll Savings Plan. 





The Treasury Department acknowledges with appreciation the publication of this message 
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This is an official U.S. Treasury advertisement prepared under the auspices of the Treasury Department and The Advertising Council. 
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Shoe Store Fills Community Need 


Exterior of the Markoff store in Mt. 


Kisco, New York. Notice how the windows 


ere arrenged to allow the maximum space for display; each shoe shown can be 
seen clearly and easily by the passer-by. 


MrT. Kisco, N. Y.—Up in Mt. Kisco, 
Westchester County, New York, people 
are happy over a recent addition to the 
business life of the community. When 
they discuss this new business, the lis- 
tener gets the impression that it might 
be a big community project that gives 
the people so much satisfaction. Actual- 
ly, the new institution is a shoe store, 
and it causes frequent comment, much 
of it in this vein: “I’m glad we have a 
real shoe store in town now.” The en- 
tire situation illustrates powerfully just 
how vital to a community a “real” shoe 
store can be. 

For many years Mt. Kisco has had a 
number of stores which sell shoes as 
part of their general lines of merchan- 
dise. And there was a shoe store too. 
But of this store let it be said only that 
it was dark and dreary, its windows 
were cluttered and its stock was a con- 
glomeration of “hot numbers” of the 
past, some arctics and rubbers and a 
collection of bedroom slippers and al- 
leged “work” shoes. It was one of those 
last resort places, where people went 
when they couldn’t find anything else- 
where. 

So Mt. Kisco’s citizenry took to travel- 
ing 12 miles to White Plains, which has 
stores of all kinds, and even to New 
York City, some 37 miles South. 

Finally this shoe business gave up 
the ghost. A few months ago there 
moved into the same location a young 
man named David Markoff, who had 
been operating a shoe store in Peekskill, 
20 miles from Mt. Kisco. Mr. Markoff 
had spent 20 years in the shoe business, 
12 of them as a salesman for manufac- 
turers. In his travels he had seen 
countless lessons in how not to run a 
shoe store. 

His store in Mt. Kisco now has none 
of the “how not to” faults. It is jam- 
packed with “how to” virtues. 

The first thing Mr. Markoff did was 
to remodel the old store. He shortened 
up the front, decorated the interior in 
light blue, installed modern, bright in- 
direct lighting. He designed the win- 
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dows so that every pair of shoes can be 
seen, and he uses plenty of space be- 
tween pairs. There’s no solid, indis- 
tinguishable mass of shoes in his win- 
dows. 

Then he eliminated the shelves, with 
their rows of unsightly and tattered 
boxes, and empty spaces gaping like = 
toothless grin. The stock is all in the 
rear of the store. The customers sit in 
ten comfortable blue plastic upholstered 
chairs. And those chairs are pretty 
well occupied most of the time. 

The philosophy behind the Markoff 
venture is the simple one that Mr. Mark- 
off has seen in operation with every go- 
ing shoe firm he knows—that the cus- 
tomer must have confidence in the 
merchant, that he must have a feeling 
of ease while in the store. 

Therefore, Mr. Markoff says, he never 
sells a pair of shoes solely to make a 
sale. Perfect fit and service are what 
count. “I also want the customer to 
come in and look around and feel per- 
fectly free to leave without buying. I 
know that if he gets a friendly recep- 
tion he’ll remember it and come back 
when he’s ready to buy. In other words, 
I think the customer should not be under 
pressure,” he explains. 

Having seen disaster overtake many 
a shoe retailer because of loose buying 
methods, Mr. Markoff puts this point 
right near the top on his list of “how 
not to” procedures. The Markoff stock 
contains no dead numbers and will not 
contain them in the future. This, he 
says, is the result of judicious ordering. 
In the few months he has been in busi- 
ness in Mt. Kisko, Mr. Markoff has 
kept a comprehensive record of every 
size and style that he’s sold. It is giving 
him a definite pattern of the trade he 
can expect in the town, and one which 
he will follow in next season’s ordering. 

Feeling his way carefully at the be- 
ginning, Mr. Markoff was also wary 
of odd sizes, and on several occasions he 
couldn’t fit would-be customers. How- 
ever, he made a point of offering to 
order the correct sizes and in every 


case the customer was happy to wait 
for a few days. They came back, took 
their shoes, and then went out to tell 
their friends about how Mr. Markoff 
went to the trouble of ordering special 
shoes for them. It can be said that 
much of the Markoff success to date is 
due to word-of-mouth advertising. 

Advertising has played an important 
part in the Markoff success. He uses 
the local weekly newspapers, and his 
copy always sells quality. Mr. Markoff 
is a firm believer in the use of adver- 
tising helps supplied by manufacturers. 
Since he is not a professional advertis- 
ing man, and since no local talent is 
available to compare with the profes- 
sional job done by manu/acturers’ aa- 
vertising departments, he feels these 
are his best bet. 

Mr. Markoff has a “partner” in the 
person of his wife. She has proved te 
be a capable “salesman” of women’s and 
children’s shoes. 

Mr. Markoff’s shoe business has made 
an outstanding start but Mr. Markoff 
is far from self-satisfied. He says that 
no matter how his business flourishes 
he will never forget the cardinal prin- 
ciples of quality and service. 

“After all,” he says, “the people of 
this town could very easily start going 
back to New York and White Plains 
for shoes—that is, if they don’t get 
satisfaction here in Mt. Kisco.” 


Consistent Advertising 


Good Store Investment 
[CONTINUED FROM PAGE 64] 


giving colors, materials and price, and 
a simple, but dramatic layout, employ- 
ing a maximum of white space, is used. 

Regular newspaper advertising of 
this nature produced a healthy increase 
in both dollar volume and unit sales for 
Benson’s in 1946. 1947 advertising is 
following the same planned pattern, and 
despite the much publicized consumer 
buying resistance, Benson’s sales, both 
dollar and unit, are continuing to mouni. 

Because it, too, considers advertising 
an investment, the agency believes a firm 
should spend, as Benson is doing, its 
maximum rather than its minimum in 
promotion. This is notably true today, 
it explained, because of mounting buyer 
resistance. 

The store’s growth, which necessitates 
its having twice as many clerks as it did 
four years ago, has been so substantia! 
that its store is no longer sufficiently 
large. It hopes to be able to expand its 
floor space eventually, and when there 
is more room for growth, it plans to use 
more newspapers for advertising. For 
the present, however, it cannot advertise 
beyind its capacity for handling cus- 
tomers. 


Store to Remodel 


ALEXANDRIA, La. — Newstadt Shoe 
Store, Third at Washington streets, has 
been issued permit to remodel interior 
of their store, at a cost of $3,000. 
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WOMEN’S ARCH.-TITE trade name 
COMFORT SHOES a aational product 


MORE FOR YOUR MONEY — WITH SAME RESTFUL FEATURES 
THAT ARE FOUND 
IN 
HIGHER PRICED SHOE 


SIX 


PROFIT MAKERS— 
ALL ONE PRICE 


$325 


Above: B 1856 BLACK KID 
Above: B1351 BLACK KID Low Heel Gypsey: B to 


Plain Toe Lace Oxford: “ 
: Sizes 4 to 10 
D. E. EEE: Sizes 4 to 10 EEE; Sizes 4 to 


Below: B 1854 BLACK KID 
Below: B1850 BLACK KID Gypsey Tie 14/8 Heel: 


Nurse Oxford: B to EEE; B to EEE; Sizes 4 to 10 
Sizes 4 to 10 - 


Above: B 1860 BLACK KID 


Side Gore Princess; D 
to EE; Sizes 4 to 10 


CARRIED IN-STOCK 
For Your Convenience 


Sizes 92 and 10 
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A HOUSE EVERY LIVE RETAILER SHOULD KNOW ..¢€ ofe€ftole 
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SLOW SUMMER SELLING 
IN CHICAGO 


Wirn only a few real Summer days 
within the past month or more, most 
Chicago shoe retailers have recon- 
ciled themselves to the fact that this 
Summer season has been a poor one 
in shoe selling, and have written “un- 
satisfactory” in their business scrap 
books, which is an understatement to 
say the least. One of the first to write 
“finis” to Summer footwear was Lyt- 
ton’s with a large ad reducing many 
models to $8.85 a pair. Saks Fifth 
Avenue cleared their Summer and 
evening stocks at considerable reduc- 
tions. However, many stores continue 
to stress Summer footwear chiefly that 
in the leisure category, interlaced 
sandals and wedgies, two-tone spec- 
tators and such. 

When Joseph’s opened their new 
Evanston unit, they announced it with 
an impressive ad titled “Summer Pre- 
miere,” featuring mainly Summer 
footwear priced from $10.95 to $25, 
although they also carry lines as low 
as $8.95. Stevens have continued to 
emphasize their sisal raffia clogs with 
matching handbags in many gay col- 
ors. The Fair has done an active 
business on inexpensive Mexican hua- 
raches. 

That the buyer’s interest is already 
veering to the Fall season is to be seen 
in several important ads playing up 
the new footwear for the coming sea- 
son. Marshall Field & Co. invite the 
public to “Know top shoe designers— 
meet them in our Shoe Salon” and 
play up the importance of several 
style creators. each typifying a cer- 
tain need—a walking shoe, a dance 
sandal, a suit pump, etc. 

“Show Boot” is the name O’Connor 
& Goldberg have given to a high rid- 
ing black suede sling with small 
open toe, platform sole and scalloped 
top. Since suede no longer knows 
any season, already many of these 
have been sold even though they are 
manifestly Fall shoes. This store has 
continually stressed black suedes 
from “soft and lowdown” Summer 
wedgies to formal “Sky-Hi clogs” 
mounted upon inch-high platforms. 
There is considerable buyer interest 
in the ankle strap which many re- 
tailers believe will be important this 
Fall with the newer skirt length. Not 
many, as yet, have them in stock. 


although Field's, Carson’s and O’Con- 
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nor & Goldberg have recently adver- 
tised them as newly important. 
= = 


BOSTON STORES STAGE 
EARLY SALES 


Waite suburban stores in most cases 
are holding to the prices with which 
they began the season, several Boston 
stores elected to reduce their prices, 
many of them sharply, during the 
week before the Fourth. Normally 
these mid-season clearance sales are 
not held much before the latter part 
of July. 

Reductions ranged from 20 to 50 
per cent, the latter being the reduc- 
tion taken by the Arlace store on Tre- 
mont Street, which placed on sale at 
$3.98 to $5.98 a wide range of spec- 
tator pumps, black suede wedge heels, 
and pumps of various types. 

The shoe department of Conrad's, 
women’s wear store on Winter Street, 
offered its entire stock of a nationally 
known brand of women’s shoes at 
$4.95 and $5.95, formerly $6.95 and 
$7.95. These included styles in pat- 
ent, calf, kid, suede and gabardine, 
and colors included black, brown, 
blue, white and brown and white com- 
binations. 





Dramatic 
Field & Company, 
men's shoe 


Thayer, McNeil Company, at its 
store on Temple Place, reduced its 
$10.95 women’s shoes to $7.95 and 
its lines formerly selling at $22.50 to 
$17.50. Reductions on lines between 
these two brackets were in the same 
proportion. Shoes included in the 
sale were slingbacks in black and in 
white and an assortment of low and 
high heel pump types in patent, navy, 
brown and black. 

The Sterling store on West Street 
advertised a 20 per cent off sale with 
sale prices ranging from $6.95 to 
$9.95, including spectator pumps, 
sport and dress types, with a line of 
women’s casuals selling for $5.95. 

The Jordan Marsh Company, while 
refraining from any general price cut, 
nevertheless sold brown and white 
spectators, originally priced at $8.95 
and $9.95 for a flat price of $6.90. 

With few exceptions, the two-week 
period preceding the holiday found 
retail shoe business dull at a time of 
the year when sales volume usually is 
up. Shoes for use at the beach and in 
the country sold well in most stores, 
but sales of regular lines of dress 
footwear were much lower than at 
the same time last year. Stores which 
have been able to show a good rec- 
ord in dollar sales because of price in- 
creases, reported that even dollar 
sales have begun to show a decrease. 
The general expectation is, however, 
that Fall business will open early and 
will be better than the late Summer 
has been. 

* > > 

SUMMER SUEDES SELL IN 

NEW YORK 


BusINEss in women’s departments 
in New York has been good, “ex- 
cellent” some merchants report, dur- 
ing the past few weeks. Owing to a 
good deal of bad weather and the 
fact that many stores sold their whites 
early, the white and spectator busi- 
ness has not been so active in the past 
few weeks. In one store this condi- 
tion was explained by the fact that 
the stock was so depleted that the size 
runs were very broken. 

Although the classic tan and white 
spectator continues to be the number 
one favorite, several stores report in- 
terest in blue with white, red with 
white or the black and white com- 
bination. Most popular heel heights 
in spectators are the medium heights, 
16/8 and 17/8 with some stores men- 
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tioning 21/8 also. Although the all- 
over white shoe in general is taking 
second place after the combinations, 
some merchants feel that their white 
business would have been much bet- 
ter if they had been better stocked on 
all-whites. This was not the general 
cpinion, however. In one high style 
store red and green shoes were selling 
to wear with many Summer clothes, 
as go with everything colors. 

Biggest seller in all stores has been 
the black suede sandalized shoe. Pop- 
ular heel heights are reported as 
ranging anywhere from 18/8 to 24/8 
with special emphasis on 21/8. Plat- 
ferms are being bought on many of 
these higher heels. Ankle straps are 
very popular on these models. One 


merchant describes them as “terrific.” 
Sling pumps are also being bought in 
black suede. 

Play shoes have been selling well 
the past few weeks. Many of these 
are in leather, but fabric and sisal 
types are also reported as popular. 
One uptown store that does a volume 
style business reports that a cork clog 
with uppers in all three of these ma- 
terials is tops. This shoe retails any- 
where from $6 to $8. A high style 
Fifth Avenue shop which carries this 
type is not enthusiastic about the 
business it is doing but blames the 
price, $14, as too high. 

= = = 


SALES AFFECTED BY ST. LOUIS 
TRANSPORT STRIKE 


NEVER a particularly superstitious 
group, shoe buyers and shoe depart- 
ment heads in St. Louis normally ap- 
proach Friday, the thirteenth without 
apprehension. Since Friday, June 13, 
1947, however, much of this confi- 
dence has been lost. On that day a 
two-week street car and bus strike 
descended upon St. Louis, which re- 
sulted in an estimated loss to retail 
business during the 12 selling days 
of the transport walkout of $13,- 
200,000. 

Total loss to the city for the period, 
according to an estimate of the Gov- 
erninental Research Institute, was 
approximately $25 millions, with the 
largest single category being retail 
businesses in the downtown area. 
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“How's Your Loaf Life?” asked 
David's in Phoenix, Arizona, in this 
offering of two $ t del 











Compared with the corresponding 
period a year ago, net department 
store sales in St. Louis for the week 
ending June 21—the halfway period 
in the strike—were down 25 per cent. 

A number of shoe department buy- 
ers and store managers in downtown 
St. Louis estimated that their sales 
volume for the period of the strike 
was at least 40 per cent below the 
level it would have been had public 
transportation been in operation. 
Other buyers estimated that sales 
were off a much higher degree than 
40 per cent. And from the standpoint 
of store trafic during the transporta- 
tion tie-up this higher figure was 
easily understood. 

Shoe departments presented a pic- 
ture of mid-depression calm. 

Customers were a novelty and the 
biggest problems of floor salesmen 
were the time on their hands, plus 
the difficulty of living on a straight 
salary minus commissions. Shoe 
stores in suburban areas, however, 
suffered much less than the downtown 
stores. In some instances their sales 
went up during the strike. Some 
suburban outlets even reported their 
stocks of wanted styles depleted be- 
cause of the great numbers of addi- 
tional customers who were making 
their purchases from neighborhood 


merchants. 
* = * 


PRICE RESISTANCE SLOWS 
NEW HAVEN SALES 
A ROUND-UP of New Haven shoe 
men indicates that a few have shown 
an increase for the month of June as 
compared with June a year ago. but 


the majority report unit sales off 
anywhere from 10 to 20 per cent, 
particularly in sales of straight Sum- 
mer merchandise. Several of the re- 
tailers reported an off-season demand 
for dark suedes, particularly brown 
and black, on which the supply was 
slight. 

Most of the shoe merchants, ac- 
cording to one store proprietor, 
stocked heavily on spectators and all- 
whites. Both of these picked up con- 
siderably: after the May slump 
brought on by bad weather but they 
were still running behind through 
June. The shoe men could not ex- 
plain the unseasonable demand for 
cark shoes, but attributed it in part 
to consumer resistance to price on 
Summer merchandise. 

“It looks,” said one buyer, “as if 
everybody is holding off waiting for 
Summer sales, which will probably be 
on a large scale if Summer shoes con- 
tinue to lag.” 

In the Summer merchandise all 
New Haven stores reported the con- 
ventional, closed, brown and white 
spectator pump running well ahead 
of all other models. Play shoes were 
good at two New Haven stores. 

Specials on women’s play shoes at 
two of the chain stores brought a 
large response with several hundred 
pairs selling within a few days. Other 
stores, however, in the moderate and 





higher priced brackets could not give 
glowing reports on play shoes. Most 
of the proprietors said they were mov- 
ing at only a moderate pace and 
added that customers continue to buy 
play shoes for play wear only. 

Reports of forthcoming increases 
in the price of calfskin had many 
New Haven shoe dealers worried and 
resulted in changes in their buying 
plans for Fall. Most of them feel that 
increased prices on smooth calf and 
calf suede will mean much smaller 
stocks in these always popular Fall 
shoes and will naturally hurt Fall 
business. 

The second threat to shoe business 
in New Haven and other ( ~*necticut 
cities came with the advent of the re- 
cently enacted use and sales tax for 
the state, effective July 1. While none 
of the shoe men planned special pro- 
motions for the pre-sales tax period 
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—_—— NATIONALLY 
ADVERTISED 


VARIETY IS THE 


SPICE OF LIFE 
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B—-Black suede. Also avail 
A—Black and Brown suede. | able in closed back. N & M 
Medium widths. $3.10 net. widths. $3.10 net 





te D—Black and Brown suede 


Also obtainable in high heel, 
C — Black suede. Medium Black and Brown suede. 
widths. $3.10 net. N & M widths. $4.50 net 


Ye 


E—Black. Brown, Wine and Green suede Black patent 
Green suede. N & M widths. leather. N & M widths. $4.50 
$4.50 net net 


F—BPlack, Brown, Wine and 











G—Black and Brown suede. H—Black and Brown suede. 
N & M widths. $4.00 net. Also obtainable in high heel. 
Black and Brown suede 

N & M widths. $4.50 net. 
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at the end of June, a noticeable in- 
crease was felt by some as customers 


attempted to beat the tax. The ma- . 


jority of shoe men feel that any harm 
the tax will do to business will be 
temporary but expect that business 
will show a slackening for at least a 
month or so following the imposition 
of the tax. 

oa & 


SAN FRANCISCANS SHOP 
FOR VALUE 


SUMMER shoes and vacation foot- 
wear are going well in the San Fran- 
cisco area. The buying public is now 
price conscious, however, and _ is 
growing more inclined to shop around 
for the best values it can find. Almost 
all stores have good stocks of Sum- 
mer and casual shoes. Customers are 


aware of this and seem to be watching 
the advertisements and window dis- 
plays, comparing values, and buying 
where they feel they will get the most 
for their money. Sales, too, are mosily 
in single pairs in contrast to the sit- 
uation last Summer when large num- 
bers of customers were purchasing 
from two to four pairs at a time. 

Clearance sales continue to be held 
by most of the leading shoe stores to 
help clear the shelves of surplus 
stocks that have been received during 
the past three months. Typical of 
these sales is the Lucky Seven-Eleven 
sale of Sommer & Kaufmann where 
the merchandise is placed in two 
price groups of seven dollars and 
eleven dollars, representing reduc- 
tions of from 25 per cent to 50 per 
cent. Other stores are giving similar 
reductions. 

Sommer & Kaufmann have also 
been featuring a window of riding 
boots under the caption of “A Vaca- 
tion Roundup.” Riding boots of all 
sizes and styles are shown from sturdy 
children’s boots at $7.45 to riding- 
club models for men and women at 
$24.50 and $28.95. 

Roos Brothers have an attractive 
window display of play shoes of linen, 
kid and suede, all in pastel shades 
with bags to match and priced from 
$3.65 to $9.95. 

Business as a whole is classified as 
“satisfactory,” but not up to 1946 
levels. One leading Market Street 


shoe merchant summed up the present 
situation by saying, “Sales are com- 
paring very favorably with 1945. Last 
year was an abnormal year and we 
do not expect business to continue to 
be as good as it was then. The year 
1945 was more of a normal year so 
we are making our comparisons with 
that period and find that they are 
running about the same or a little 


better each month.” 
= = = 


VACATION SHOES LEAD 
IN MINNESOTA STORES 


Minneapolis. 


Witu the advent of warmer weather, 
after a prolonged cold Spring, women 
are responding to the stimulus of 
strong advertising by showing inter- 
est in play and vacation shoes. 

These have been featured by the 
majority of stores in outstanding ad- 
vertisements. Young-Quinlan used a 
half-page ad for styles suggested for 
Summer comfort at play and at work. 
The play shoes were presented in a 
large variety of styles—sabots in cot- 
ton duckskin, Mexican sandals, bell- 
hop sandals, moccasin types. Variety 
in color was also accented. Pastel 
shades and whites as well as high 
colors were featured. 

This store also accented high-style 
shoes for street and dress in white. 
Suede is a popular leather here and 
is offered in quantity. 

C. M. Stendal ran an all-white ad 
offering dress and street shoes in 
suede and in kid. 

Spectator pumps in white with tip 
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Four styles with walking heels, for 
active Summer days, were featured 
thus by Krupp & Tuffy, Inc., Houston. 


and foxing in brown continue to be 
strong sellers in most stores. 

Contrary to the expectations of a 
number of dealers, open toes and 
heels continue to be in demand. Mer- 
chants are now predicting that this 
style will remain a favorite for some 
time. 

Minneapolis shoe circles have been 
marked this season by the opening of 
many smartly designed new and re- 
modeled stores. Among them are 
Napier’s, Walk-Over, Boll's, Kinney’s 
and Mary Jane. The high quality of 
the settings expresses the confidence 
which is general in the business fu- 
ture of the area. 

= = = 


Saint Paul. 


In a recent trade report, this city 
was placed among the highest in re- 
tail sales in the nation. Shoe mer- 
chants have felt the impact ef this 
situation, and they report good busi- 
ness. 

Concentration has been on Summer 
styles. White has moved into high 
place. White kid, doeskin and suede 
are popular leathers. Sandals have 
been moving well. Casual low wedg- 
ies have been favorites in some 
stores, but low and high outside heels 
were in stronger demand in others. 

The Emporium has been pushing 
sandals and spectators with choco- 
late tip and foxing on white suede. 
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Macey’s featured low heeled sandals, 
open toe and heel for Summer cool- 
ness and comfort. 

Schuneman’s, Inc. varied its white 
promotions with one showing smart 
styles in soot-black suede with punch 
trim and piped in patent to be worn 
with sheer Summer blacks and bright 
prints. 

Some merchants report a lessened 
interest in the bright colors which 
were in demand in early Spring. 
Black and brown are expected to be 
in the strongest demand for Fall 
with the edge going to black. 

All leading stores are accenting 
casual shoes to accompany vacation 
clothes. Accent on lake vacations in 
this section and on country week-ends 
make these shoes good extra sale 
items. 
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Toda, women are counting dollars 


again. Retailers will do a volume business if they 8 


offer women better values. 


Desco Shoes offer every element that makes for top valve in casual 
footwear. What are those elements? Smart styling, light, flexible California 
process « al! leather uppers « al! leather soles « the look, 

feel and wear of shoes costing several dollars more. Yes, despite the 

fact that Desco Shoes retail for only $4, $5 and $6 they have 


the quality look of shoes far beyond these prices. 


And to bring the customer directly to you, Desco Shoes 
are nationally advertised,all of which spells “SALES”. That's why so many wide-awake 


retailers get real action when they promote Desco Shoes. 


More than any words, the new Desco line itself proves the point 


that Desco is another way to spell “vaive’”’. 


Write, wire or phone us today. We will be glad to send a 


Desco representative to your store. 


DESCO SHOE CORPORATION + 47 WEST 34th ST., NEW YORK 1 


FACTORIES ... Long Island City, N. Y., Auburn, Me., 
Webster, Mass., Brooklyn, N, Y. 
SHOWROOMS .. . New York, Chicago, 
Los Angeles, Dallas 





New Price Rise on Calfskin Shoes 





Two St. Louis Makers Adjust Quotations Upward; More May Follow in 
August When Salesmen Show New Lines. 


St. Louis—First price changes in the 
St. Louis shoe market resulting from 
the mid-June jump in calfskins have 
been upward adjustments in shoes 
made of that leather by the Brown 
Shoe Co. and by Moulton Bartley, Inc. 

The price change at Brown will be 
effective Aug. 1, while the upward ad- 
justment at Moulton Bartley became 
effective just before mid-July. Branded 
lines affected at Brown included Rob- 
lee, Buster Brown, Air Step and 
Naturalizer though only those types 
made from calfskins were adjusted up- 
ward. With the adjustment, the retail 
price of Naturalizers will range from 
$7.95 to $9.95, at Moulton Bartley an 
upward adjustment was made of 25 
cents a pair wholesale on women’s shoes 
made from calfskin. 

Actually, however, these increases 
will affect Fall orders only slightly, as 
the bulk of orders were taken prior to 
the price changes. Unlike a number 


of other manufacturers, Moulton Bart- 
ley did not raise prices at the begin- 
ning of the season and the Brown Shoe 
Co. announced reductions on two of 
their women’s lines at the New York 
Shoe Fair. 

Samuels Shoe Company line, along 
with a number of other manufacturers, 
probably will be adjusted upward in 
August when salesmen go out with 
shoes for October and November de- 
livery. A spokesman at Samuels stated 
that while no upward adjustments had 
been made on shoes for delivery 
through September, the increased costs 
of calfskin and other wanted leathers 
probably would force an upward ad- 
justment for lines which would go on 
the road in August. 

Meanwhile, manufacturers are study- 
ing their price setup in anticipation of 
an announcement of any changes to be 
made early in August. 





General Munson Dies 


New HAVEN, Conn.—Brigadier Gen- 
eral Edward Lyman Munson, U.S.A. 
(retired), former Assistant Surgeon 
General of the Army, who 35 years ago 
invented the Army field shoe and the 
famous last that bears his name, died 
in Grace Hospital here July 8, aged 78. 

While professor of military hygiene 
at the Amy Service School in Washk- 
ington, General Munson, then a major, 
was sent to Fort Leavenworth, Kan., in 
1912 with orders from the Surgeon Gen- 
eral to design a shoe that would be easy 
on the infantryman’s feet, yet rugged 
enough for long wear and well appear- 
ing so that it could pass for dress use. 

General Munson passed months at 
Leavenworth designing a pair of shoes 
that filled these requirements. He had 
a special platoon detailed to him, made 
up of men with feet of all sizes and 
shapes, to test his experimental types. 
Leather experts and cobblers also joined 
in the research to determine the shape 
and contour of the shoe. 


The result, as recorded today in Quar- 
termaster nomenclature, was the “Mun- 
son last,” a wooden block from which 
emanated the “military field shoe,” more 
commonly known in the first world war 
as the hobnail brogans and in the recent 
war as G. I. shoes. 

Today all Army shoes, including the 
combat boot and the three versions of 
the ankle-high field shoe, are only slight- 
ly modified from the original Munson 
last. After his experience at the Leaven- 
worth shoe-proving grounds, General 
Munson wrote a book, “The Soldier’s 
Foot and the Military Shoe.” He also 
wrote six other books on Army hygiene. 
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I. Miller Holds Dealer 


Convention 


ATLANTA, Ga.—Sixty dealers from 
25 cities attended the Fall meeting of 
I. Miller & Sons, Inc., women’s shoe 
manufacturers, at the Biltmore Hotel 
here recently. 

Charles H. Jagels, president of Davi- 
sons’ addressed the group. A luncheon 
and showing of the new Fall line of 
Miller shoes featured the program. 

Representing I. Miller & Sons were 
Irving Grossmann, general manager of 
the Company and Alfred Gerd, the 
sales manager. Gerd revealed the 
Company holds regional meetings 
throughout the country to acquaint 
dealers with the Company’s merchan- 
dising program and to build better 
quality shoe operations. 

Paula Vail, fashion show director of 
Davison’s, presented a fashion show. 


Shoe Store Sold 


FREDERICK, OKLA.—Chester Perkins, 
of Frederick, and his son-in-law, Max 
Kennemer, of Guthrie, have purchased 
the Earnest Bros. shoe store in Guth- 
rie. 


Adler Shoe Opens Second 


Store in Newark 


New YorK.—Latest addition to the 
Adler chain of men’s shoe stores open- 
ed June 27th, at 835 Broad Street, in 
Newark, N. J. 

This is the 19th link in the chain, 
and Arthur H. Adler, president of the 


firm, announces that it will carry the 
complete line of Adler shoes. The 
store will also carry a line of men’s 
accessories. 


—_——__ 


Six-Year-Old Retail Shoe 


Firm Incorporates 

PATERSON, N. J.— Burton’s Shoes, 
Inc., here, was organized recently un- 
der the laws of the State of New Jer- 
sey to continue operating the business 
known as Burton’s Shoes. 

The president of the new corporation, 
Dr. H. Burton LeVine, organized the 
business in 1940 as an exclusive Con- 
formal Shoe agency located in an up- 
stairs office at 60 Broadway. In Au- 
gust, -1943, the business had grown 
sufficiently to warrant expansion to 4 
downstairs store location adjoining the 
Alexander Hamilton Hotel at 183 Mar- 
ket Street. In 1946, at the expiration 
of the store’s lease, the business was 
moved to its present modern quarters 
at 122 Market Street at Main and Mar- 
ket Streets. 

Dr. LeVine is secretary of the Amer- 
ican Society of Chiropodical Roentgen- 
ology, editor of the New Jersey 
Chiropody Society, and plan president 
of the New Jersey Academy of Chirop- 
ody. He is now president of the Ki- 
wanis Club of Paterson. 

Barney Gordon of New York City is 
vice-president and treasurer of the cor- 
poration. He has been recently dis- 
charged from the U. S. Army. Prior 
to his enlistment in the armed forces 
he was co-owner from 1936 to 1943 
of Harry’s Shoe Store of the Bronx, 
A 


Succeeds Father 
As Sales Representative 


New York.—J. W. Landenberger & 
Co., manufacturers of a line of anklets 
and sports hosiery, has announced the 
appointment of Ben Johnson as sales 
representative for the territory includ- 
ing Florida, Georgia and South Caro- 
lina. 

Mr. Johnson succeeds his father, Paul 
B. Johnson, former Landenberger rep- 
resentative for this area. Recently dis- 
charged from naval service, the young- 
er Mr. Johnson had considerable experi- 
ence in the retail distribution of mer- 
chandise before the war, following his 
graduation from the University of 
Florida. 


Opens Own Store 


Opessa, Tex.— Wiley C. McNeill, 
formerly manager of Given Brothers’ 
El Paso shoe store, has announced that 
he will open his own women’s and chil- 
dren’s shoe store here in July, and will 
handle popular and medium-priced 
footwear, hosiery and handbags. 
Odessa’s population is 35,000. 
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THERE’S NO SUBSTITUTE FOR 


RESULTS! 


And Results In Fitting Metatarsal Arch Supports Depend . 
Entirely On SCIENTIFIC DESIGN! One Reason Why 


D’ Scholls 


Are The Largest Selling Arch Supports 
In The World! 


Every time you fit a pair of’ 


Dr. Scholl’s Arch Supports 
—whether for a Metatarsal 
or other type of arch con- 
dition—you can depend 
upon their giving the cus- 
tomer satisfaction. 


You may be sure that you 
have given your customer 
what it takes to make him 
foot-happy—an Arch Sup- 
port that was personally de- 
signed and perfected by one 
of the foremost living 
authorities on deformities 
and diseases of the feet— 
Wm. M. Scholl, M.D. 


You can depend on that 
name stamped on the ap- 
pliance to inspire confidence 
in your eustomer—40 years 
of national advertising and 
keeping faith with the pub- 
lic has made “Dr. Scholl’s’ 
a symbol of the best in foot 
relief to all America. That 
name is as significant of un- 
questioned quality as 
“sterling” stamped on a 
piece of silver. 


At the right are four styles 
of Dr. Scholl’s Metatarsal! 
Arch Supports. If you do 
not have them in stock, by 
all means order at once. 


STYLE No. 1. With flange 
and Metatarsal eleva- 
tion where there is a 
weakness in the Longi- 
tudinal Arch as well as 
in the Metatarsal Arch. 


STYLE Ne. 2. Made with- 
out the inside flange but 
hasa distinct Metatarsal 
elevaticn and is recom- 
mended when the Longi- 
tudinal Arch requires 
but slight elevation. 


STYLE Ne. 3. The Meta- 
tarsal support extends 
forward to give support 
to the third, fourth and 
fifth Metatarsal area as 
is indicated in difficult 
cases of cramps and pain 
in region of fourth Meta- 
tarsal, known as Mor- 
ton’s Toe. 


STYLE No. 5. Same pat- 
tern as style No. 3, ex- 
cept that it has no flange, 
and especially recom- 
mended for easing of 
Morton's Toe and where 
only slight elevation of 
the Longitudinal Arch 
is required. 


SIZES:—Misses’ 13, 1, 2, Wide and Narrow (in Styles No. 1 and 
2 only}—Women's 3, 4, 5, 6, 7, 8, 9, 10, Wide and Norrow. 
Men's 6, 7, 8, 9, 10, 11, 12, 13, 14, Wide and Norrow. 
Retail $6.00 pair. Wholesale $36.00 dozen. 


ORDER TODAY ORDER TODAY 


62 West 14th St.. New York 11 


THE SCHOLL MFG., CO. Inc., 213 West Schiller St., Chicago 
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Keep ’Em Coming Back! 


Smart retailers know that it's good business to give ‘em 
what they want. Customers come back to the stores that 
satisfy their needs. John Arthur Shoes for children have 
quality, workmanship and fit! What's more . . . They're 
medically approved, absolutely safe for little growing 
feet. The scientifically developed 6 Feature Plan gives 
parents easy-to-remember reasons for buying John 
Arthur Shoes. A Certificate of Quality is found in every 
pair . . . an additional aid in helping YOU sell MORE 
Shoes. Sell John Arthur Certified Shoes for Children in 
your store to KEEP 'EM COMING BACK . . . a high grade 
line with plenty of profit for you. 


ANGEL 


No. 500—Boy’s or girl's 
all over white Elk hi-shoe. 
No. 510—Same in 
brown Elk. 

Width B, C, D, E. 

Sizes 2 to 5 and 5% to 8. ff 
Prices: 

2 to 5 — $2.40 

5% to 8 — $2.70 a 















First steps 
to retail at $2.95 
Sizes 2 to 5 at $3.95 
Sizes 52 to 8 at $4.45 





MEDICALLY APPROVED SHOES 
STYLED ON THE SCIENTIFICALLY 
DEVELOPED JOHN ARTHUR 


6 FEATURE PLAN 


Write or wire for catalog and additional information 











Shoes in the News 





| NVENTED before the war, this “Tabbies” (patented) 
sole construction was used at that time by several shoe 
manufacturers licensed to do so. Today, Willy Weidner, its 


“Tabbies,” specially con- 
structed sole, a 10-iron split 
with cemented rubber rim, 
the invention of Willy W eid- 
ner, who also designed and 
made both shoes illustrated. 





inventor. will be the only manufacturer to use it. Mr. Weid- 
ner has recently organized a company to manufacture 
women’s shoes on these soles, and will himself design the 
shoes to be made there. Comfort, flexibility and fit are 
said to be special features. 


= * = 
DEFINITELY different is this double ankle strap on low 


wedge heel. The high peaked back and gathered vamp 
offer a new interpretation of the high-riding look. The soft 





“Double Date” strap shoe 

with a new look from Illing 

of California. Available in 
red suede and gold kid. 














fullness of the vamp is very feminine but, at the same time 
informal, making the shoe suitable for wear with many 
types of clothes. Made in gold kidskin or bright red suede. 





Trade Mark Practice 
Modernized 


[CONTINUED FROM PAGE 49] 


Act, the applicant must file a written application with the 
Patent Office on a form prescribed for that purpose, to- 
gether with a drawing of the mark and facsimiles of it as 
actually used. Payment of a registration fee is also 
required. Application must state the applicant’s domicile 
and citizenship, date of his first use of the mark, date of 
first use in commerce, the goods in connection with which 
the mark is used, and the mode or manner of its use in 
connection with such goods. The application must also 
include a statement to the effect that the applicant be- 
lieves himself or his firm to be the owner of the mark, 
that the latter is in use in commerce, or that no other 
person or group of persons, to the best of his knowledge, 











has the right to use such mark in commerce, either in 
identical form or close resemblance. 


John Arthur Shoe Manufacturers, Inc. 


2655 Sidney ° Saint Louis, Missouri 
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SHOE FITTING 


* 

" he Adrian machine of today is the Adrian “Special”. Incomparable 
e performance, appearance, outstanding improvements over original ma- 
. chines, mark the Adrian “Special” as the finest in X-ray shoe fitting 
ex equipment. 


a 


Drop usa Ene for our sew catalogue 


in X-Ray Get all the facts before you consider any X-Ray 
Since 1917 Shoe fitting machine. 


m. - ADRIAN & SONS ., 
ie " 


om? | ia Jay Va. i 
Oniginalors of X- Raw Shoe Gilling 


2507 S. HOWELL AVE. MILWAUKEE 7, WIS. 
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SPIEGEL LEADS AGAIN WITH VALUES 
COMPARE and SAVE! 


Gene CAMP MOCCASINS 
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2654 Byrd ee Shoes! Excetient for hunting, fishing, & all forms of out- 
door sports! Handsewn Norwegian dark brown waterproof elk, rubber arch sole, 
8” high. Fashioned from the finest lea. 6-12 ae 
254 Regular moccasin. Same construction as above. 6 
2tS56 Handsewn Black Waterproof Elk. Sen's eva $5.00; ~_ 22-6 250 
2736 Littleway Full Grain Coffee-Brown Upper Stock, rubber arch sole 

62-12 $2.00; 22-6 $1.90 
3742 Men's Littleway Brown Split. Same construction as 4736. 6'/o-11. .$1.75 
$764 Women's Littleway White Elk + GERD GUD. oda ccccctsecens 40 
$766 Same construction as $764 in 


#8100 NURSES’ WHITE ELK OXFORDS! Goodyear welt, fancy perforated 
vamp & quarter, yy heel, — white sole. Excellent for the professional 
B, C, & D in stock. 


woman. $3.85 
a WOMAN'S BLACK FANCY 4 EYELET TIE! Black kid, os 








SPIEGEL’S WALK RIGHT SHOES 


mee 592 





216 Patent T Strap, leather sole. 8'/2-3 
#17 White T Strap, leather sole. 8'/2-3 

3#2207 Tan Harness Moc. Oxford, double rubber sole. 12'/> 
#2216 Tan Plain Toe Oxford, leather sole. 8'/2-12 
#2229 Tan Perforated Oxford, leather sole. 8'/2-3 
#2240 Tan Removable Kiltie Oxford, leather a 82-3 


32234 Brown Tipped Oxford, leather sole. 8'/2 per pair 
PATENT LEATHER TAP SHOES! Toe & heel 

8g-12 $2.40 12V—-3 $2.65; 342-8 $3.00 
#391 Brown Moc. Toe Oxford! Red rubber sole. 10- ; vn aeien th ised mneil 90 
RR rr ees 00 





FOR INFANTS 


$2 

- $1 
ia eee $1 

3707 First stepper Moccasins. White elk. 1-4....................... $1. 
$2 

$2 


#205 Hard soles. 2-5 
328401 Semi-hard leather sole, wide ankle. 2-5................-..05- 


888888 








CANADIAN INDIAN SLIPPERS! 


Hand Beaded. Warm Lined. Richly Trimmed with Black Fur. 

314 Women's wine, blue, brown, red. Top grade sole & elk uppers. 3-9. .$1.90 

See Wemers cOb or Bins. FURR GIBB. occ ccciccccceccccsacssccccces $1.00 

WOOL KNIT GAITERS! Black. all Wool. Double Feit Sole. Felt H 

#11 10 & -. 6-12 
SHEEPSKIN 








CLOSE-OUT SPECIALS 


#4020 Assorted colors women's fancy slippers. Soft lea. sole. 3-9....... $ .70 
22300 Infants’ Felt Slippers. Soft tea. sole. a << eee: - 

3340 Infants’ Lea. Upper Slippers. Soft tea. sole. Sheepskin & Alpaca Lined. 
i Mn; SL . cect teh ee de abbas enah eéamie obeseneee 35 
2356 Child's Felt Mocs. 28 oz. felt soft sole. Blue, red, wine. 9-2... ... $ .75 


WELLINGTON SHINY BLACK RUBBER BOOTS! Made special for children. 
Red band top, with outside heel. 6-12 $1. 


| NNN NE ARR NI ES a IR 
————— HIGH QUALITY WORKSHOES————— 


#22586 Black Elk. Double cord sole. Double stitched Goodyear weit. 


Men's $4.85; Boys’ $3.90 
ad c:5o0000004 00000 cmaameeael Men's $3.90; Boys’ $3.50 
Boys’ 12” High Cuts. Same construction as above..................-- $5.00 


SUBJECT TO PREVIOUS SALE 








CHARLES SPIEGEL COMPANY, INC. 
411 ESSEX ST. SALEM, MASS. 
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Shoe Man Recognizes the Value of 
Customer Comfort 


ArrerR twelve years of success in the retail shoe business. 
T. E. Waller closed his doors at Marshall, Mo., and entered 
the military service. But he was determined to open those 
doors for business again. 





Mr. “results from 


Waller, 

and he exerted himself to provide 

@ comfortable atmosphere in which his customers could 

shop. Here Mr. Waller offers one of his newest patterns to 
two young ladies. 


“Better shoe business,” 
pleasant surroundings,” 


says 


During his military career, Mr. Waller had a change of 
mind, however. He gained a better insight into the traits 
of human nature than he had learned in twelve years of busi- 
ness. He realized the value of comfort, the importance of 
quality and the satisfaction of pleasant surroundings. He 
knew that he would never be satisfied with opening those 
doors of his shoe store in Marshall again. He would have 
a store that satisfied him, a store that possessed the comfort 
and beauty for which he had dreamed in the nightmares of 
war. 


A FEW months ago. Mr. Walter’s dream became a reality. 
He threw open a plate glass door in a full visual, all-glass 
front and let the public inspect his idea of a shoe store. 

“Better shoe business,” he explains, “according to my ob- 
servations, results from pleasant surroundings in which the 
customers trade. We have especially catered to the feminine 
trade in this new store, because they will bear greater in- 
fluence on the male trade.” 

Mr. Waller elaborated by explaining his secret of obtain- 
ing the college trade from Missouri Valley College, which 
is located on the outskirts of Marshall. “We figure that the 
students will appreciate a business that employs one of them 
and cooperates in the school activities. We have hired a col- 
lege student to assist in selling during the afternoons and 
Saturdays. We are giving prominent advertising to the 
school publications.” 

The Modern Waller Shoe Store is conveniently located 
off the square. Marshall has a population of approximately 
8,000 and two shoe stores in addition to Mr. Waller’s new 
store. Several clothing and general stores also handle a 
limited number of shoes. Competition, Mr. Waller realized, 
would be keen. But his methods of business in his new 
dream store are proving successful, and even his competitors 
will grudgingly admit that the Modern Waller Shoe Store 
has become firmly entrenched in the small city of Marshall. 
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THE ONE ALE 


THAT MAKES ALL SHOES 


“SATURDAY FITTERS” 





St6 US. Pat. OFF. 


ELASTIC 
“BEST BY ANY TEST” 
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Colors: Brown, Blue, 
Red 


SIZE-UP 


' WEEKLY OR DAILY 


FILL INS AT YOUR CONVENIENCE 
WITH 






Z Ye. 
’ Merdakans 


by GERDA & 
NEW YORK 


ALL SMOOTH LEATHER 
CHILDREN'S SLIPPERS 







No. 402 
All Smooth Leather 
Bootee 
Hard Flexible 
Leather Soles 
Colors: Brown, Blue, 


Red 
Sizes: 5-8, 8!/p-12, 
12%43 
$1.90 







Ne. 302 
All Smooth Leather 
Opera 
Hard Flexible 
Leather Soles 


Sizes: 5-8, 8!/2-12, 
12'4-3 


$1.50 







Samples on Request 
Delivery at once 
F.O.B. N. Y. 


Variety and colors plus all leather construc- 
tion . . . just the combination to make your 


pate yen mags go over in a big way. 

Aw I sales asset and a grand value. 

Order only your present needs NOW. 
Packed in our New Gerdakins Boxes 


GERD ATE 
COMPANY, INC. 


GERDAGRAM FOR EXPORT 


158 DUANE STREET, NEW YORK 13, N. Y. 











Go to Colleges for Personnel 


Str. Lovts—Now planning addition of 47 new stores to 
its existing chain of 176 stores, Edison Bros. Stores, Inc., 
St. Louis retail shoe store chain, has developed a “best 
personnel” plan designed to staff stores all over the coun- 
try with college men. 

The “best personnel plan” went into effect in early 1946, 
when retail store managers throughout the chain were 
urged by the St. Louis headquarters to visit job-placement 
secretaries in leading schools and universities, with an 
offer to absorb outstanding young men as retail shoe sales- 
people. Edison Bros. has worked out a four-page folder 
entitled “A Career in Retailing Awaits You” which every 
manager takes not only to college placement executives, 
but to lawyers, ministers, athletic organization heads, etc., 
to “sell” the firm to prospective employes. 

This is part of a long range plan to improve store per- 
sonnel throughout the chain, according to the company’s 
personnel office. Therefore, the folders, which are distrib- 
uted to college students and top-notch young men over 
the country, give a thumbnail history of the firm, and out- 
line the advantages which the company’s employment plan 
offers—such as retirement pensions, sick leave, vacations, 
quick promotion, and last, but not least, the adequate 
income which even novice salesmen may earn. The bock- 
let, aimed at young men undecided as to what career to 
enter, points out that for the most part, Edison Bros. retail 
shoe salesmen average $65 a week or better after a short 
training period, and also stresses the fact that young men 
are earning an excellent income while learning the funda- 
mentals of becoming store managers. 

Altogether, more than 1,000 responsible “key men” in 
position to recommend careers to young men, have been 
contacted in this way in one year and a half. Now, in- 
stead of hiring salesmen who come into the store in re- 
sponse to “Man Wanted” signs in the window, the shoe 
chain is selectively hiring well-balanced, loyal young men 
from whom future assistant managers, retail managers, 
and regional managers will be selected. Personnel turn- 
over costs have been greatly reduced, and the shoe chain, 
as a whole, shows much stronger-knit coordination. 





British Shoe Trade Opposses 
Foreign Imports 

Lonpon—British shoe manufacturers and trade organiza- 
tions have been definitely antagonistic to the decision of 
the Board of Trade to permit import of £800,000 of women’s 
shoes during 1947. Main objection is based on the fact that 
the import of such shoes will mean a difficult situation for 
British manufacturers who will be facing competition from 
makers abroad whose materials and freedom of styling are 
vastly superior to those presently available in Britain. 

Mr. Belcher, B.O.T. Parliamentary Secretary, in the 
Commons said: “It has been decided to license imports of 
women’s shoes during 1947 from a number of countries, to a 
total value of £800,000. The estimated number of pairs of 
shoes will be between 350,000 and 450,000.” 


Oklahoma Group Elects Officers 


OxiaHoma City, Oxta.—Bob Bowden has been elected 
president of the Oklahoma Shoe Shop Owners’ Association, 
to succeed Jim Wright. Max Cozart has been named vice- 
president; Buster Crooks, secretary, and Emmett Brom- 
field, treasurer. New directors include Day Fezier, M. D. 
Boles, Gus Semowers, John Whittington, W. M. Ring and 
Jim Wright. 
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Good Points to edielE0 40 
| Remember about 





All point to greater demand, in- 
creased sales. Popular safety-proved 
Neo-Cord combines high-grade cot- 
ton tire cords with Neoprene for 
extra wear and non-slip action. 
Millions of pairs worn under tough- 
est industrial conditions and not 
one complaint. 


gay i= i res 


SOLES @ HEELS IN THE 
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TRADE MARK 
REC. U.S. PAT. OFF. 


REPRESENTATIVE FOR PUERTO RICO 
Leuis Devolder 
658 Calle Hernandez 
Miramar, P. R. 


lassics are still the basis of every college curriculum and college 
wardrobe . . . But, they call for a fresh, new view point! Enter Portia 
. Just such a neo classic, and versatile enough to “go with” 


nearly every college costume. Watch Portia start a classic revival. 


L. —E. BEAUDIN SHOE COMPANY 
GENERAL OFFICE - HANOVER, PENNSYLVANIA 
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EMPIRE Kips are a first choice. They are 


skins, 


ideal for 


Kips are tight-grained, yet mellow. They work well 


d footwear. EMPIRE 


um-price 


medi 


the factory, are durable, and have a fi 


in 


appearance that lasts. They are available in the 


same colors as calfskins. 
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Fall business . 


CAVALIER SUED 


in every color on your style chart 


BLUE 
RED (BRIGHT) 
NEUTRAL (CLEAR) | 


There's a profit-bearing Cavalier Suede dressing to recommend 
ir of suede shoes sold. Each Cavalier package comes 
complete with applicator. Cavalier dressings have been proved 
superior by impartial scientific tests. Cavalier dressings are sold 
only through regular shoe trades. Call your Shoe Findings 


BLACK 
BROWN 


for every 


Wholesaler today. 








CAVALIER 





es 


DRESSINGS 


GREEN 
WINE 





CAVALIER COMPANY 


BALTIMORE 30, MD. 





Shoe Promotion Plans for Fall 
[CONTINUED FROM PAGE 96] 
schedule in leading fashion publica- 
tions including Mademoiselle and 

Seventeen. 

A uniquely coordinated program of 
newspaper mats for Colt-Cromwell 
dealers permits a close tie-in with the 
national program at the point-of-sale. 


Oomphies Program 
to Be Larger 


Oomphies advertising program for 
Fall and Holiday 1947 is larger and 
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more effective than any campaign to 
date. It is comprised of 18 insertions 
in the following magazines: Charm, 
Harper’s Bazaar, Junior Bazaar, Ladies’ 
Home Journal, Mademoiselle, New 
Yorker, Seventeen, Vogue. A new tech- 
nique will be introduced with the use 
of photographs. 

Dealer tie-ins with the national ad- 
vertising schedule include mat repro- 
ductions of the national ads as well as 
actual reproductions of photographs for 
display cards. Mail stuffers are being 
provided at a low cost on specified pro- 
motions. 


Innovation in Lester Pincus 
Campaign 


Lester Pincus Shoe Corp. has con- 
tinued both the trade and the national 
advertising phases of their program. 
National media schedule has been re- 
vised to include motion picture maga- 
zines as well as fashion magazines. 

Other innovations include the use of 
four-color work—in Movie Fan and 
Movie Teen. Back cover was used in 
both these books, marking another new 
idea in the national advertising. 

Still another new angle is the tie-in 
with RKO star Ann Jeffreys, who posed 
the “Africana” series. 

Trade advertising has been intensi- 
fied, with a number of the ads running 
in four colors. A more complete mat 
service has been provided the retailers. 





Infants’ Shoe Sales Rise 
In Children’s Department 


New YorK—The children’s shoe salon 
at Martin’s in Brooklyn has discovered 
that infants’ shoe sales have increased 
more than any other phase of the busi- 
ness and at present accounts for 28 to 
32 per cent of the trade. Max Weiber, 
the buyer for the department, who in- 
spects the fit of each child’s foot before 
a sale is completed, is happy about this 
turn of affairs not the least because he 
is genuinely fond of the very young. 

The successful sale of infants’ shoes, 
Mr. Weiber believes, should only be ac- 
complished by conscientious attention to 
fitting. If a parent insists on a shoe 
that Mr. Weiber believes to be unsuit- 
able and harmful he will turn down the 
sale. 

Scientific fitting and an intimate, 
home-like atmosphere are cardinal sell- 
ing points in Martin’s children’s depart- 
ment, but style is not overlooked, wheth- 
er for infants or teen-agers. Each age 
group emulates the next older group, 
Mr. Weiber finds, and no matter how 
young is style conscious. 





Cuboid to Continue 
Increased Advertising Budget 


Santa ANA, CALIF.—When advertis- 
ing plans were laid for 1947, the antici- 
pated depression was being discussed. 
Burns Cuboid Co. decided to meet it 
head-on with increased advertising 
budgets. This has been done, and the 
company plans to continue during the 
Fall and Winter, as sales are showing 
10 per cent to 15 per cent increases 
week after week. 

Advertising will be distributed in 
trade journals, newspapers, consumer 
magazines and publications of the 
American Medical Association, E. W. 
Elmore, director of public relations, an- 
nounces. Emphasis will be placed on 
servicing and increasing volume in ex- 
isting accounts, and new accounts will 
be opened only when and if good oper- 
ators are available. 


Boot and Shoe Recorder 





on- 
nal 
am. 


of 
ind 
in 
ew 


-in 


si- 


nat 
Ts. 


jon 


ed 


si- 


er, 
in- 
re 
Lis 
he 


es, 
ac- 


it- 
he 


te, 


ll- 
h- 


P, 
Ww 








GRADE UP that — AGE Business 


No. 800 Black Suede, 
Leather Sole, Leather 
Innersole. 

Also available in Block 
Red, Brown Smooth 
Leathers. 

Sizes 49 M Width $2.65 


No. 602 Black Suede 
Neolite Sole, Leather 
innersole. 

Also available in Black 
Red, Brown Smooth 
Leathers. 

Sizes 4-9 M Width $2.45 


No. 803 Block Suede 
Neolite Sole, Leather 
Innersole. 

Also ovailable in Brown 
Black Smooth Leathers 
Sizes +9 M Width $2.65 


GE 


July 15, 1947 


~ by GERDA 


RDA ro 


158 DUANE STREET * NEW YORK 13, N. Y. 


NEW YORK 


No. 1 Block Suede 
Leother Sole, Leather 
Innersolte. 

Also available in Block 
Red, Brown Smooth 
Leathers. 

Sizes +9 M Width $2.45 


No. 607 Block Swede 
(Open Back), Leather 
Sole, Leother ltanersole 


No. 808 Closed Back. 
Sizes 49 M Width $2.45 


No. 09 Black Suede 
Leather Sole, Leather 
innersole. 

Sizes +9 M Width $2.45 


Something new has been added to the strong line 
of GALURES. Six new lovelies that will enable you 
to offer greater variety to your customers. Be sure 
your stock is complete and let your sales prove the 
worthiness of this fine value. 
Packed in the new, attractive GALURE Boxes 
Somples on Request. 


See Us ct the Baltimore Shoe Fair — 
July 27 to 30— Room 504 Southern Hotei 


“GERDAGRAM™ For Export 


OTWEAR CO., ING. 
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JANSENS SATIN SCUFF. 
A slipper designed to grace 
your foot to perfection .. . 
comes in Pink, Light Blue, 
White and Red. 


10824 BURBANK BLVD. * N. HOLLYWOOD, CALIF. | 








An Accurate, Visual Record of Your Stock 


SHOE CARTON TICKETS 





we 
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FORM “HW 


1000 $2.25 
5000 $10.00 





WITH SIMPLEX CLIPS 
1000 $2.50 





5000 $11.25 








Check With Order 
unless C.0.D. Preferred 


Above Prices F.0.B. 
Chicago 














Form “H™ is one of the 
forms designed by success- 
ful shoe men that make up 
a complete stock record 


system. 





ASK FOR SAMPLES 








Actual size with top foided for use. 


MERCHANT'S SERVICE DEPT. 


209 S$. STATE ST. 


CHICAGO 4, ILL. 











How to Increase Your Men’s Shoe Nahies 


The next time the sales representa- 
tive of your brand calls on you, take the 
time to let him show and explain to 
you his company’s advertising and pro- 
motional program. Find out everything 
his company has that could aid you in 
selling more pairs of your brand. You 
might as well . .. it doesn’t cost you 
anything to find out, and ninety-nine 
times out of a hundred you will pick up 
just one idea, alone, that will bring you 
many an extra sale. 

Here’s a typical example of the pro- 
motional program a manufacturer may 
offer you. First, of course, is the sched- 
ule of national advertising. Find out 
what magazines will be used, and what 
dates. Make a note of the main theme 
the national compaign will put across, 
and the various promotions that will be 
featured in each advertisement. Study 
the campaign carefully, because here’s 
the most important thing your manu- 
facturer has to offer. It comes to you 
automatically, at no expense or effort 
on your part, whether you take full ad- 
vantage of it or not. Find out which 
styles will be featured in each ad, and 
plan to have those styles in stock when 
the ad comes out. 

Next, the manufacturer has a new 
window display program each season, 
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and in most cases, it is available to you 
at a below-cost price. Then, every sea- 
son, there are new window cards, price 
tickets, newspaper mats, direct mail and 
various other promotional items and 
ideas. All of this is figured out for you 
in advance of your selling season, by 
skilled advertising experts, and ready 
for you to use. 

All right, so now you know what your 
manufacturer has available for you in 
the way of promotional ideas and mate- 
rials. What next? How is all this going 
to help you sell more shoes? The an- 
swer is obvious. Use the ideas and use 
the promotional materials your manu- 
facturer offers and you will sell more 
shoes. It’s true, there’s no mistake 
about it, it is just that easy! You will 
sell more shoes because, just by taking 
advantage of the ideas and materials 
your manufacturer furnishes, you will 
be doing much more to promote your 
brand than the average shoe retailer. 
And, from now on as we enter a buyer’s 
market, promotion is what it will take to 
do an outstanding job of volume selling. 

Now, by following the above advice 
you will sell more shoes, but how many 
more will depend on how effectively you 
use the promotional ideas and materials. 
Take your store window, for example. 


A shoe retailer’s window is his number 
one advertising medium. Your custom- 
ers enter your store through your win- 
dows. The window is the first thing 
the prospective customer sees. It is the 
“face” of your store. And if the “face” 
is unattractive, if it lacks interest, few 
consumers will bother to learn what lies 
beyond. 

On the other hand, if you constantly 
maintain a@ bright, colorful, dramatic 
window, traffic will stop . . . look and 
enter. And, the more traffic you have 
in your store, the greater are your 
opportunities to sell. To fully realize 
the importance of window display to a 
shoe retailer, take a look around the 
country and in your own community. 
You'll find that the stores that are doing 
the big volume business are the ones 
with the best windows. 

So, in planning for the Fall selling 
season, give your windows first con- 
sideration. If you can do nothing else 
in the way of promotion, by all means 
put your available time, effort and 
money into good window displays. 


Plan in Advance 
Those stores that achieve the best re- 
sults, the ones that ring up the most 
sales, usually plan their promotion cam- 
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log on request. 


STRONG ALL KID LINE 
1ONG RUN OF SIZES AND WIDTHS 


$5.00 TO $6.00 aeraicens 
ALL IN-STOCK 


Block Kid § Eyelet Lace 
Oxford. 7/8 Heel, EEE 


A FINE NAME 
A FINE LINE 
A FINE PROPCSITION 


Get the habit of a weekly size-up order with 
Adelia, a sound line for basic arch 
Adelia patterns move faster and the 
plan brings new stock into your store promptly. 
More sales and more satisfied customers to- 
day! Write or wire your requirements. Cata- 









MONROE BROTHERS & COMPANY 


$35 WORTH 19TH STREET 
PHILADELPHIA 30, PA. 
ESTABLISHED 1817 








Adelia 
























paigns several months in advance. It 
is by far the best and easiest way to 
reach your goal. 

The first thing you need to do is to 
figure out a promotion budget for the 
next six months. Most stores base their 
advertising appropriations on a per- 
centage of anticipated sales over a given 
period. Some use past years’ perform- 
ance as a base. The average for shoe 
stores is usually from 3 to 6 per cent of 
annual sales volume. The amount de- 
termined should cover all advertising 
and promotion expenditure, including 
window display, newspaper space, radio 
time, direct mail, materials, preparation 
costs and miscellaneous expenses. 

One of the advantages of using a 
definite promotion budget based on vol- 
ume of sales is that it puts your store 
on a more business-like basis. You know 
each month that you have a certain 
amount of money to spend on promo- 
tion, just as you have a definite sum to 
spend for rent. Your promotions then 
are not spotty or haphazardly planned 
but are more or less stable the year 
around. Successful advertising is not 
based on a single performance, but upon 
cumulative promotions over a long 
period of time. 

Naturally, your advertising appro- 
priation must have some flexibility so 
that you can take advantage of special 
events that offer promotion opportuni- 
ties. But, once your appropriation is set 
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WINDOWS THAT SELL SHOES! 


Sparkling-clear, Plexiglas shoe display sets 
produce more sales. 


Set illustrated 25 pieces complete 
Satisfaction Gvaranteed 
Order by number Set K-12 





Write for catalog “MODERN DESIGN ON DISPLAY” 
Representatives in Principal Cities 








you should try to stick to it as closely 
as possible. 

After determining the total amount 
of money that can be spent on promo- 
tion, break down the sum into what can 
be. spent for your various advertising 
media. As suggested above, consider 
your windows first. Good window dis- 
plays are essential. The amount left 
can then be appropriated to newspaper 
space, radio time, direct mail and other 
miscellaneous advertising. 

Next, in getting down to planning 
your specific promotions for the next 
few months, remember .. . if a man’s 
desire for something is strong enough 
he usually gets what he wants. The ob- 
jective of all your advertising and pro- 
motion should be to create desire for the 
shoes you sell. You are competing with 
every retailer in your area for the 
money that is spent. Not just the other 
shoe retailers, but all retailers. For ex- 
ample, if the sporting goods store down 
the street is able to create a desire in 
the mind of one of your customers for 
a new casting rod, the money that cast- 
ing rod costs is as good as gone as far 
as you are concerned. He will buy the 
casting rod even if he actually needs a 
new pair of shoes. 

Your advertising and promotion must 
constantly be on the job—-selling, sell- 
ing, selling—in order to get more traffic 
in your store and more dollars in your 
cash register. It must create desire for 


your shoes. Make men want your brand 
of shoes and they'll buy, because men 
generally buy what they desire, not 
necessarily what they particularly need 
at a given time. 

Here’s where the manufacturer of 
your nationally advertised brand again 
comes to your aid. The promotional 
ideas, the window displays, the news- 
paper ads, the various helps your manu- 
facturer offers are designed by experts 
to create desire for your shoes. The 
whole campaign is all wrapped up and 
ready for you to use. Of course, the 
manufacturer’s material has to be de- 
signed for the average store and it may 
not be entirely adequate for your needs. 
But, it provides you with the basic ideas 
and materials you need and you can 
add to it. 

The important thing is to tie in with 
the nationally advertised promotions as 
closely and as thoroughly as you pos- 
sibly can. In this way you are able to 
secure maximum benefits from the na- 
tional campaign. If your manufacturer 
:s featuring a promotion one month on 
moccasin styles, you will get best results 
if you design all your promotions that 
month around the same styles. Feature 
them in your window, in your news 
ads, on the radio, through direct mail, 
in every way you can. Use your manu- 
facturer’s basic theme in all your adver- 
tising media. Adapt it, build around it, 

[TURN TO PAGE 166, PLEASE] 
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No. A511 






LKLRLPLLRRRRPLRRHH 


LRRRRRRH KK 


Smart, modern seating and sales equipment, expertly upholstered in 
beautiful Masland DURAN or TEXTILEATHER. ... for longer wear and 
lasting beauty! Available in a wide selection of colors to harmonize 


with any interior. 
No. AS11...CHROME FITTING STOOL of 1” 





No. A301...NO-SAG SPRING CUSHION CHAIR 
of strong 1" steel tubing welded into one 
continuous piece. Highest quality heavy 
chrome plating, new 9°’ oval back rest. 


Neo. A300...PADDED SEAT CHAIR of 1"’ steel 
tubing welded into one continuous piece. 
Highest quality chrome plating, 9" high 
padded oblong back. 


seamless steel tubing, rubber covered 
foot rest. 
No. N100... FITTING MIRROR, matches chairs 
and stools, generous 12”°x 18” mirror, 
sturdy 4" steel rod frame, 21’ overall 
height. 


For more information visit your nearest KORRECT-WAY distributor's 
showrooms, or write direct. 


KORKRECT-WAY 


SEEN IN THE BEST CIRCLES 


AMERICAN FIXTURE & MFG. CO. 
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Cision 
DISPLAYS 


2300 LOCUST ST. © ST. LOUIS, MO. 





KORRECT-WAY DISTRIBUTORS 


ATLANTA, Melvin S. Roos 

BALTIMORE, Willioms Corp. 
BURLINGTON, N. C.. Mac Thigpen 
BOSTON, Eastern Displays, inc. 
BUFFALO, Somve! C. Dutch & Son 

Florida Branch: 3750 Royal Palm Ave. 
CINCINNATI, Genera! Display Corp. 
CHICAGO, Hecht Fixture Co. 
CLEVELAND, Pribil Dispicy and Supply Co. 
DENVER, Walter W. Mortin 
DETROIT, The Art Products Co. 
HONOLULU, Pacific Display Co., Lid. 
KANSAS CITY, Nationa! Equipment Corp. 
LOS ANGELES, Gront & Silvers, Inc. 
MEMPHIS, Wroy Willioms Disploy Co. 
MINMEAPOUS, LE. Hier Disploy Equip. Co. 
NEW ORLEANS, Wray Willioms Display Co. 
PHILADELPHIA, Noythons Display Fixture Co. 
PITTSBURGH, DeWeese Display Equip. Co. 
SAN ANTONIO, Fox Disploy Co. 

SAN FRANCISCO, Kehoe Dispicy Fixture Co. 
ST. LOUIS, Midwest Disploy Equip. Corp. 
MONTREAL, Miller's Dispicy Fixture, Reg'd. 
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THATS WHAT 
PROGRESSIVE SHOE DEALERS 
SAY ABOUT 


SERVUS PLA-SHU'S 


You'll score a home run every time with Servus 
Pla-Shu's. Servus' outstanding line of canvas, rub- 
ber-soled shoes has been making hits with customers 
of all ages for over twenty-five years. 


Establish your store as Servus Pla-Shu head- 
quarters and watch the traffic enter your door. 
You'll like the resulting increase in profits, too. 


* * > 











Servus rubber and canvas, rubber-soled foot- 
wear is scientifically designed for correct fit 
and long wear. When you handle Servus 
products, you can be sure of offering your 
customers the best. 


THE SERVUS RUBBER UU. 


ROCK ISLAND ILLINOIS 
wT 
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MODEL HOMES 


are MODEL from the floor up 
when you start with Mohawk Carpet 












Model 

Living Room 
carpeted in 
Mohawk 
Shuttle-Point 
Hammond- 
Brown-Jennings 
Spartanburg 
S.C. 
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™ MOHAWK 
“"Traffie-Tred” 
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Foremost Stores Choose MOHAWK for Model Room Settings! 


You'll see more customer-interest in Customers like Mohawk durability 
carpets when you display Mohawk! too, and with good reason. 


Customers like Mohawk beauty—the Only Resilient Wools are used in 
variety of designs, choice of textures, | Mohawk carpets—sturdy wools with 
lovely Foundation Colors that harmo- __ the strength and stamina to take the 
nize with each other and with all the _ hardest kind of wear without sacrific- 
most popular decorating shades. ing good looks. 


MOHAWK CARPET MILLS, INC., 295 FIFTH AVENUE, NEW YORK 
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Lhe SOFTNESS 


of the leather is one of the outstanding features of this carefully made shoe, according to 


“<| 


the Simplex Shoe Manufacturing Company. 
Colonial Elk is pleasantly soft . . . very comfortable in unlined shoes. But Colonial Elk is firm, too. 
Shoes made of it stay trim and shapely. That’s why Colonial Elk, in White and Fancy Colors, is the 
preferred leather for women’s utility and sports shoes, and for children’s shoes, too. Write today for 
color samples of this fine elk leather. 


COLONIAL TANNING COMPANY, Ime. Besten II, Massachusetis 
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is the NAME 
which Identifies 
the ORIGINAL 


Yes, it’s a new name for a fine old pro- 
duct—the original fluoroscopic X-Ray 
Shoe Fitting device—which for many 
years was the only device of its kind 
in its field. No wonder it ually 
became known simply as ‘ X-Ray 
Shoe Fitter’. 

In recent years a few other concerns 
have built and marketed fluoroscopic 
X-Ray devices for the purpose of fit- 
ting shoes. Naturally, some confusion 
in trade names and company names 
has resulted. 


SIMPLEX Simplifies It! 
To avoid further misunderstanding 
the makers of the original machine 
have re-named their product — the 
SIMPLEX X-RAY Shoe Fitter in honor 
of the SIMPLEX Shoe Mfg. Co., which 
pioneered the Original X- Ray Shoe | 
Fitter and the company which has | 
produced it for more than 25 years. 
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X-RAY; 
SHOE FITTER Yc. 


13533 NORTH PALMER STREET 


1, WISCONSIN 








MILWAUKEE 


430 


X-RAY Shoe Fitter 
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Keep Merchandise in Motion 


[CONTINUED FROM PAGE 51] 


work in the advertising department of 
the shoe factory to set up an advertis- 
ing program and work out its thousands 
of details. It calls for intelligence on 
the part of the merchant to understand 
the mutual objective of such a program 
and it requires ceaseless energy on the 
retailer’s part in his efforts to under- 
stand it and to merchandise it properly. 
It requires too, a willingness to spend, 
in order to make, a procedure to which 
the retailer often finds it difficult to com- 
mit himself when business could be bet- 
ter. 

Critics of advertising assert that it 
contributes to the selling cost of a piece 
of merchandise. Quite the converse is 
true. The effect of advertising is whole- 
some and cumulative. When advertis- 
ing sells one pair of shoes for you, it 
helps to create jobs in every phase of 
the tanning, shoe manufacturing and 
distributing industry and in all of its 
allied trades. Advertising is only waste- 
ful when it is poorly designed or inef- 
fectively merchandised, and the retailer 
can avoid any possibility of such waste 
and responsibility for it by the care with 
which he finesses his part of the adver- 
tising job. 

Your first obligation is to take ful! 
advantage of every tool your manufac- 
turer offers, to understand the whys and 
the wherefors of his advertising; to 
have the shoes he features not only on 
kand, but attractively displayed when 
his national advertising appears. You 
should learn to ask questions. It is not 
necessary to question the judgment of a 
manufacturer’s selection of a certain 
style to be featured in a given ad, but 
do ask him why this shoe was selected. 
If you do not have this featured style, 
make sure that you use every effort to 
have it represented in your stock with 
at least a few pairs when his ad ap- 
pears. Next year, be so thoroughly con- 
versant with your manufacturer’s plans 
that you will have these featured shoes 
well in advance of the appearance of 
his advertising. Your manufacturer’s 
judgment is usually good, because it is 
based on research in which the faster- 
moving of his accounts have cooperated. 
Next season make sure that your manu- 
facturer has the high regard for your 
epinion that will lead him to seek your 
advice and judgment in his style select- 
ing. 

Ask a man to back his judgment with 
dollars and you will soon find out how 
sincere he is jn his convictions. Adver- 
tising has many fair weather friends 
among manufacturers, as well as retail- 
ers. When merchandise is easy to sell, 
it has more “true believers” than in 
more difficult periods than when it has 
a real tough job todo. This certainly is 
neither good business, nor good sense. In 
times of acute shortage, advertising, 


particularly high pressure advertising, 
can help to create or aggravate artificial 
shortages. In times when merchandise 
is more plentiful, it serves the double 
economic purpose of keeping consump- 
tion on a more even keel and of helping 
to secure a livable mark-up for the re- 
tailer who sells it by stabilizing prices 
against unreasonable selling pressures. 

An ideal situation, of course, would be 
a conserving of the advertising dollar 
in a sellers’ market, within which a 
large volume of shoes are being manu- 
factured and distributed with ease and 
profit, and the expanding of spending 
of the advertising dollar when the de- 
mand for shoes slackens off. 

Manufacturers, who are truly critical 
of their own advertising shortcomings, 
are aware of this fact, just as they are 
aware that the dealer will spend and 
spend when sales are up; and that he 
will save when the market shows signs 
of a transition. Because this procedure 
is human and natural, they are sym- 
pathetic to it, even those manufacturers 
who are making real sacrifices to keep 
up their own advertising appropria- 
tions. But, they cannot understand in- 
difference on the part of the retailer in 
giving his local support to their nationa! 
advertising efforts. One manufacturer 
recently offered the opinion that the 
type of retailer who was most inefficient 
in his buying, was equally negligent in 
his follow-up of his manufacturer’s na- 
tional advertising efforts. He claims 
that this has been definitely proved by 
the number of direct replies which the 
manufacturer received at the factory 
seeking the “name of nearest dealer.” 

With most manufacturers offering 
fool-proof follow-up material in the 
form of advertising bulletins giving 
style numbers of featured shoes, mats 
keyed to national advertising, displays 
and blow-ups of their ads, failure on 
the part of the merchant to cooperate 
becomes inexcusable. In this, and in 
every issue of Boot AND SHOE RECORDER, 
there are dozens of advertisements di- 
rected to you explaining the plans and 
background of your shoe manufacturer’s 
national advertising. They have been 
prepared at considerable effort and cost 
and are worthy of your attention and 
comment. If after reading them you 
have any questions, you will find your 
manufacturer ready and anxious to sup- 
ply the answers promptly. These ads 
are proof-positive that the manufac- 
turer believes that he must merchandise 
his national advertising to you. How 
doubly true then is the statement that 
you have a duty to merchandise it intel- 
ligently and emphatically to your cus- 
tomer. Remember—the informed retail- 
er keeps merchandise in motion and na- 
tional advertising is his best tool for the 
job. 
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kyelets That Measure Up with Micrometer Precision 


July 15, 1947 


United eyelets are produced with “engineered” accuracy. This means that each 


dimension is duplicated in each successive eyelet. This uniformity and reliability 


of product permits a steady rate of production at the eyeleting operation. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 








FALL SUCCESSES 


The fall season finds the shoe market accepting Allied 





Kid’s colors as standards for fashion promotion and 


accessory coordination. 


WOODLAND GREEN 


NEW CASTLE 


STANDARD 


STERLING 


PEWTER GREY 


NEW CASTLE 


STANDARD 


132 


KANGAROO SUEDE 


GLAZED KID ..... 


KID SUEDE ....... 
GLAZED KID ..... 
CORDIGAN ...... 


a 


KANGAROO SUEDE 
GLAZEDKID...... 
MARACAIN ...... 


KID SUEDE ....... 
GLAZEDKID...... 


ALLIED KID COMPANY 
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STERLING) 





BERRY RED 

KANGAROO SUEDE ..... 1215 
NEW CASTLE GLAZED KID .......... 1215 
MARACAIN ........... 1215 
a Pee 531 
STANDARD GLAZED KID .......... 31 
CORDIGAN ........... 1531 
STERLING PUNE Sen oc nsee leans 2031 

DUTCH COCOA 
NEW CASTLE KANGAROO SUEDE ..... a4 
STANDARD Be GE ec vcccccense 546 


BOSTON * NEW YORK * WILMINGTON * PHILADELPHIA * CAMDEN 
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Soles Make Styles, 
Increase Sales 
[CONTINUED FROM PAGE 59] 


school kids this Fall. Nap soles, rubber 
or composition impregnated felts in 
black, white and in colors have returned 
to stimulate the sales of saddle shoes 
and to make casual types easier-walking 
and non-slipping. These wonderful soles, 
so important from a health standpoint 
will once again take the strain out of 
long working hours afoot for nurses and 
for the army of folks who must tread 
all day long on hard, cold cement floor- 
ing. Cord-on-end materials, greatest 
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Sleek lines ... superbly 
styled ... glamorous originals 
by Maxine are excitingly 
lovely. 
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Fashion-conscious 
moderns demand 
Maxine's exquisite 
creations. 
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enemy of wear and tear, and truest 
friend of the mothers’ pocketbook are 
back to sole shoes for an army of kids 
and hard-working fathers. Improved 
stick-on and military soles, favored for 
their long wear and water repellency in 
pre-war years are back to make addi- 
tional sales for the retailer who does not 
mind the slight extra work it takes to 
affix them in his store. 

This Fall when you sell shoes, soles 
will have become an important style, as 
well as a selling feature. The manner 
in which a sole wears is always of para- 
mount importance in shoe selling. Your 
customer, even though he may not ask 
questions, is interested in the back- 


ground of the sole materials in the 
shoes upon which he is to tread for the 
next six months. 

Your shoe manufacturer has taken 
most of the guess work out of the 
wearability of the materials with which 
he soles his shoes. He has bottomed 
them with what he considers the best 
type of sole for the specific type of 
shoes he makes—the best from the 
standpoint of style, color, and its adap-- 
ability to the process he has used in 
making the shoes. 

Ahead still lie greater and more won- 
derful developments in composition and 
plastic soling materials. Manufac- 
turers with seemingly limitless facilities 
for research and product development 
are now in process of translating war- 
time know-how and wartime materials 
to peacetime needs. It is unfortunate 
that many of the fine soling materials 
developed during the war suffered be- 
cause of their enforced use in so-called 
non-rationed shoes. 

Our great chemical and rubber manu- 
facturers move slowly, and years of re- 
search were necessary to assure wear- 
ability, suitability of their materials to 
shoe soles and their freedom from 
allergy. This research is now complete 
and surveys are being made now to 
establish the market potentialities of 
these materials. 

VulCork, cork and rubber soles anda 
heels are products of the Sole and Heel 
Division of Cambridge Rubber Company 
and are old, established products with 
particular application to sports shoes, 
boys’ shoes and both light and heavy 
work shoes. Long wear and non-slip- 
ping qualities are its selling points. 

O’Sullivan Rubber Corporation has 
developed and are currently marketing 
to the shoe factory and repair trade 
a product known as O’Sullivanite, which 
is claimed to be exceptionally long in 
wear and which has insulating qualities 
against heat and cold. In addition they 
gre also developing golf soles of this 
material. The golf sole is so molded 
that the spikes can be removed and new 
ones inserted. 

Neolite soles made by the Shoe Prod- 
ucts Division of the Goodyear Tire and 
Rubber Company are not rubber, not 
leather, not plastic, not fabric. They 
are a completely different sole material 
that was developed in 1937 by scientists 
of Goodyear’s famous Research labora- 
tory who were searching for an im- 
provement in soling material. They were 
introduced to the trade, after seven 
years of testing, at the 1944 Nationai 
Shoe Fair. Manufacturers, retailers 
and designers—in fact everyone con- 
nected with the process of moving shoes 
from the maker to the consumer—were 
quick to grasp the unlimited potentiali- 
ties of new Neolite Soles. 

It is claimed that just one year after 
its introduction ten million people were 
wearing them and today that number 
has doubled. Longer wear and better 
appearance of the sole as the shoe is 
worn and an unusual adaptability to 
fine edge settings and finishes are sales 
features of Neolite soles. 
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BOBBIE SOKS 


Legmaiinidiis 


 DRUESENTS 


A Galaxy of Patterns 


DIRECT FROM MANUFACTURER TO YOU!! 


(Ga 








Due to the demand and Low Prices of 
these shoes we cannot send samples. 


$1.00 


FABRIC UPPER—RUBBER SOLE 
137—Black 
130—White 131—Red 
Sizes—4-9 
36 pair cases only 


$1.15 


FABRIC UPPER—RUBBER SOLE 
430—White 431|—Red 
437—Black 
Sizes 4-8, 5-9, 6-10 
Also Misses’ 12-3 $1.10 


36 pair cases only 


$1.00 


WEBBING UPPER—RUBBER SOLE 
730—White 731—Red 
732—Multi—737—Black 
Sizes 4-8, 5-9, 6-10 
Also Misses’ 12-3 $.95 


36 pair cases only 


LEATHERBURY SHOE MFG. COMPANY INC. 


63 INDIA STREET, BOSTON, MASS., U. S. A. 
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"Here's Our New EXTRA Sales Point, Harry... 


ENGLAND-WALTON 
FIBRE-SORTED SOLES!” 


The factory superintendent is right! Soles that are 
correctly matched for more even flexibility and 
wear mean customer-satisfaction that boosts retail sales 
and comes back to the manufacturer in the form of 
steady repeat orders. 














A sure way to start this profitable chain-reaction 
is with England-Walton soles. That’s because 
they're FIBRE-SORTED — expertly mated for texture 
and wearing qualities .. . These photomicrographs =~ 
tell the story: = 









Here are three cross-sections of sole leather, seen under 
the microscope. Note that A and B are very similar in 
fibre-structure, but that C differs greatly from the other two. 
So, while A and B would make a well-mated pair of soles, 
AandC or BandC would be mismated. C should be matched 
to its own type of structure. 


England. -Wialton 


FIBRE-SORTED 
SOLES 


Cut soles and sole leather 


That’s where England-Walton’s trained craftsmen enter 
Pure oak bark tanned 


the picture. Through long years of experience they have 
developed the ability to recognize at a glance just what soles 
belong together for longer, more even wear. In fact, fibre- 
structure is such a familiar story to these experts that they 


England- Walton Division 
A. C. LAWRENCE 
LEATHER COMPANY 


can tell you instantly just what part of the hide a sole came 
from. 

That's England-Walton FIBRE-SORTING! And that's why 
England-Walton quality soles mean more satisfaction — more 


value — to all who wear, sell or manufacture shoes! 
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hoe News 


RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


Calfskin Price Rise Problem in St. Louis Pek Leather Costs Held 





Shoe Manufacturers See No Alternative for Increase in W hedtaihe 


Shoe Prices Unless Leather Market Eases Off. 


St. Louris — The jump in calfskin 
prices and the apparent reluctance of 
the feminine consumer to tolerate fur- 
ther price increases in footwear have 
placed St. Louis manufacturers in one 
of the tightest spots yet encountered. 

Retailers have insisted for many 
months that the degree of selectivity 
of the consumer was continuing to build 
up and that the saturation point in 
price had about been reached. Because 
of this expression of the sentiments of 
the consumer, echoed by buyers across 
the nation, the shoe industry in St. 
Louis had retained hope at least until 
the mid-June price rise of top demand 
raw material—of the possibility of low- 
ering wholesale prices, an occurrence 
which some industry spokesmen have 
indicated could take place by autumn. 

But with the market showing no 
tendency to weaken a fortnight after 
the upsurge producers were replacing 
thoughts of possible future reductions 
in wholesale prices with those of how 
long they could maintain current prices. 

One large manufacturer said whole- 
sale prices probably could be main- 
tained at present levels for a period of 
45 days after the original price jump, 
while another manufacturer, not so 
optimistic, stated an upward revision 
of wholesale prices would have to be 
made immediately, unless calfskins took 
a sudden downward turn. 

Manufacturers already are absorb- 
ing all of the additional costs they 
can stand, he declared, and as soon as 
orders are taken for shoes made from 
these higher priced skins an upward 
adjustment will have to be made. Still 
another manufacturer, expressing simi- 
lar views, mentioned the factor of labor, 
whole additional costs, he said, also 
were being absorbed to a large extent 
by the producer. 

In explaining the effect of the jump 
in the calfskin price one manufacturer 
pointed out that in the brief period 
when a certain grade of tanned calf 
jumped from 90 cents to $1.10 a foot, 
or a difference in price of 20 cents, the 
cost of a single pair of shoes jumped 
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30 cents.” When such a condition as 
this exists,” he added, “it is perfectly 
obvious that this additional cost is go- 
ing to have to be passed on to the 
retailer.” 

Despite the trend of the market, how- 
ever, a spot check of the industry in 
late June showed that a number of 
manufacturers were not even thinking 
about raising prices at that time. Pro- 
ducers with those sentiments, however, 
felt that the higher prices of calfskin 
would be only of short duration and 
that the level calfskins had reached 
was unnatural. 

“The curtailment of calfskin pur- 
chases,” one industry spokesman said, 
“and the hand-to-mouth buying by 
manufacturers from tanners should 
tend to break the outlandish prices. 
Tanners also,” he added, “are not pur- 
chasing large quantities at. current 
prices, a factor which should have a 
weakening effect.’ 

Also influencing the maintenance of 
present wholesale prices by some manu- 
facturers are commitments made with 
retailers in April to deliver their fall 
shoes at prices no higher than those 
auoted at the time of commitment. As 
another manufacturer pointed out many 
of these commitments were made on the 
basis that if any savings came about 
in the interim they would be passed on 


[TURN TO PAGE 144, PLEASE] 





Amendment in Use of Natural 


Rubber Latex Rumored 


New York.—An amendment which 
would allow shoe manufacturers the 
practically unlimited use of natural rub- 
ber latex in adhesives is expected fo 


mon systhe- 
tics comprising one-third of total re- 
quirements. At the seme time, it is rum- 


Cause for Recent Price Rises 


New York—Current high price 
levels of leather were held responsible 
in a number of recent increases of shoe 
prices that have been made public. 

Johnston & Murphy, of Newark, 
N. J., raised wholesale prices 65c¢ on all 
of its lines, the firm’s first increase 
since decontrol. The increased price, 
which will be effective with all orders 
received on or after July 1, was at- 
tributed to mounting materials costs. 


The Jarman Shoe Company, a divi- 
sion of the General Shoe Company, 
marked up prices on both No. 1 and 2 
grade shoes from 15 to 50 cents, ef- - 
fective July 1, it was reported. In the 
No. 1 grade, calfskin styles went to 50 
cents more, other styles 15 cents; in 
the No. 2 grades, calfskin increased 25 
cents, other styles 15 cents. 

French, Shriner & Urner, in Bos- 
ton, announced increases due to higher 
leather costs. Shoes retailing from 
$15.85 to $16.85 were increased 65 
cents, and the $16.85 line was made 
$17.85. 

The Brown Shoe Company, in St. 
Louis, made public higher prices on a 
restricted quantity of Roblee men’s 
shoes, effective June 30, that were made 
of heavy calfskin. 

A price increase of approximately 12 
per cent, effective Aug. 1, was an- 
nounced earlier by Joyce, Inc., in Pasa- 
dena, Cal. The increase will make the 
retail price $1 higher. All orders in 
process and for shipment during July 
will go out under the old prices, it was 
stated by an official of the company. 





Employment High in Shoe 
Industry Despite Unit Decline 

New York—Unit output in the shoe 
industry has steadily declined since the 
end of the war without any proportion- 
ate decrease in employment, the De- 
partment of Commerce in Washington 
has revealed. 

Among the factors which kept em- 
ployment at high levels despite dimin- 
ishing unit output were the shift of 
production from non-leather shoes, a 
shorter work week and style changes. 
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Attendance, Buying Poor 
At Chicago Travelers Show 


Cuicaco, ILt.— During the three-day 
show held at the Hote] Morrison, June 
23-25, here, the Chicago Shoe Travel- 
ers found buying very spotty. Some 
82 exhibitors; occupied rooms wherein 
118 lines were displayed. In the main, 
attendance was disappointing, and 
many of those who came to view the 
lines remarked quite frankly that they 
were “just lookinz.” Many retailers 
commented that white shoes, or for 
matter of that, all Summer shoes were 
of no interest to them. With poor 
weather conditions everywhere, most 
merchants find their shelves still filled 
with many hot-weather items which 
have not moved. In view of this, all 
who came to the June show were in an 
extremely cautious frame of mind. 

Those who did any buying showed 
chief interest in black suedes and, of 


course, calfskin. The latter is still 
much in demand, still hard to get, and 
where obtainable, higher in price tban 
before. Dealers and manufacturers 
note that calfskin are on a higher 
price level due to the many phases in 
manufacture which make this com- 
modity a scarce item and they antici- 
pate no early change in the situation. 
Retailers, on the other hand, believe 
that since they see a slight lowering in 
prices of other wares, that calfskin 
shoes too will fall into lower brackets 
within a reasonable time. Therefore 
they are reluctant to place orders at 
the present-day higher quotations. 

A few novelty items moved such as 
cobra shoes. The baby-doll type with 
closed heel and enclosed inside wedge 
and 6/8 heel height also saw some ac- 
tivity. Rather more men’s lines were 
shown than in some time past, but here 
too there were no fast-moving numbers. 

The next show sponsored by this 
group is slated for Aug. 18-19-20. 





Plan Award To Most Valuable Member 





Examining a perpetual trophy to be awarded each year to the most valuable 
member of the West Coast Shoe Travelers Associates are these West Coast shoe 


men: (left te 


right) R. H. “Bob” Peek, director; Harry R. Terhune, BOOT AND 


SHOE RECORDER Western Manager; Jack Farrington, sports chairman; President 
Cari Winneguth, holding the Presidential Cup; Frank G. Foster, vice-president; 
William R. Ahern, Editor Coast Shoe Reporter; Gil Winneguth, co-chairman sports 
committee, and Dave Klinesmith, secretary of the Associates. Trophies on the 
table will be awarded at the coming Golf Tournament of the organization. 


Los ANGELES, CAL. — Plans for the 
West Coast Shoe Travelers Associates 
Golf Tournament, which will be held 
on Friday, July 25th, at the luxurious 
Brentwood Country Club, were com- 
pleted at the recent meeting. The tee- 
off is at 10:00 a.m. Dinner will be 
served at 5:00 p.m., with a maximum 
provision set for 500 guests and mem- 
bers. 

Thus far, 50 trophies and medals 
have been selected for the winners. 
Members have donated War Bonds, 
many pairs of golf and dress shoes for 
both men and women, and various 
other goods which will be awarded as 
door prizes. 

Exhibited at the meeting was the 
beautiful “Presidential Cup” trophy, 
which is to be awarded annually to the 
organization’s “Most Valuable” mem- 
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ber. 

It was decided to hold the next shoe 
show on November 23, 24, 25, and 26th. 
As the Hotel Biltmore has reserved 
some 150 sample rooms for the occa- 
sion, the affair will be confined to that 
hotel and the Haas Building. The Bilt- 
more Bowl has been reserved for the 
night of November 25th for another 
style show and dinner dance. 

Twenty-one new members were 
elected at the meeting to add to the 
Associates’ rapidly expanding member- 
ship list: Nathan E. Nadel, Venice, 
Calif., Rubin Bros., New York; Samuel 
Goldstein, Los Angeles, David Brown 
Shoe Co., Baltimore, Md.; David Singer, 
Los Angeles, David Brown Shoe Co., 
Baltimore, Md.; Alexander Burkes, 
Brooklyn, N. Y., Ace Bows, Inc., Brook- 

[TURN TO PAGE 144, PREASE] 


Rain, Strike Hurt 
St. Louis June Trade 


St. Louis, Mo.—To shoe department 
buyers and shoe store managers here 
June was a month unlike any previous 
June they have experienced. In addi- 
tion to a continuation of cool rainy days 
which curtailed the sale of summer shoes 
in both women’s and men’s departments 
retailers were confronted with a street 
ear and bus strike which cut down store 
traffic by an estimated 40 to 60 per cent 
during the strike period. 

As the strike entered its eighth day the 
Governmental Research Institute in St 
Louis estimated the transit strike had 
cost the city more than $10 million, with 
the bulk of the loss being suffered by 
retail firms. For each day of the strike, 
the institute went on record, retail gross 
sales were off about $1,100,000. The In- 
stitute reported large downtown special- 
ty stores were off about 40 per cent 
while smaller firms losses were esti- 
mated even higher. 

Shoe departments in the leading de- 
partment stores were noticeably lacking 
in customers during the morning hours 
of the strike period but by early after- 
noon took on some semblance of normal 
times. 

Bright spot of the month, according to 
buyers, was that the cool weather had 
prolonged the demand for spring shoes 
in women’s departments, with some re- 
tailers reporting a brisk demand for 
bright colors ahd darks. Spectators and 
combinations, however, were not moving 
with any degree of the expected demand 
for the first month of summer, which 
will result, one buyer said, in much of 
the stock having to be cleared by July 
sales. 

Style leaders during the month in 
women’s shoes, according to several buy- 
ers, were slings and closed backs, with 
considerable demand for open toes and 
backs. Quarter inch plain platforms 
elso created a fair demand. 


In men’s departments, brown and 
white combinations got off to a slow 
start because of the weather but most 
buyers reported they were moving by 
the latter days of the month. Though 
an unseasonable temperature made for 
a greater demand for dark shoes in 
men’s lines, as in women’s, retailers said 
men’s summer footwear sales would not 
be too far off. Brown and white combina- 
tions in the men’s lines were probably 
the top sellers with ventilated shoes and 
two tone mesh following in that order. 





G.I.’s Learn Trade by Fixing 
Shoes for Europe Needy 


Kansas City, Mo.—A group of ex- 
GIs here — students at a shoe repair 
school—are learning shoe repairing by 
renovating shoes for overseas shipments 
to Europeans they helped liberate while 
a part of the fighting forces that freed 
Europe. 
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AS SEEN IN VOGUE MAGAZINE, AUGUST, 1947 


$0 NICE to wear 











These are the shoes that should flag the attention of alert retailers . .. because Cathy Originals are 
rapidly becoming first choice of women who welcome a fresh new note in daytime footwear. 
New Aero-welts ... that are an exclusive feather flexible Cathy Original feature. 


THE NEVELK COMPANY 


Creators of Cathy Originals 
A DIVISION OF THE HALLOWELL SHOE COMPANY 


HALLOWELL, MAINE 


210 Lincoln Street, Boston 417 Hees Building, Les Angeles 
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THESE LETTERS 
MEAN BUSINESS 


for YOu! 


NATIONAL 
ADVERTISING 


for 


CASUALS 


aud 


SLIPPERS 


PULLS HUNDREDS 
OF LETTERS ASKING, 
WHERE CAN WE 
BUY THEM? 


IDENTIFY YOUR 
STORE WITH THESE 
FAST-SELLING BRANDS! 











See Leather Prices 
Diropping in Fall 





Orders For Wide Soles 
Heavy; Patent Leather 
Demand Strong 


CHIcaGo, ILL.—Cutters of soles in the 
Midwest report that they are now cut- 
ting in sizes 9 to 13 instead of the pre- 
vious standard of 8 to 12. The change 
in the size range for cutting resulted 
from a strong demand for brogues with 
wide soles and other types of shoes with 
extension and spade soles, all of which 
require more leather. 

Prices on cut stock dropped from 2c. 
to 3c. on men’s cut soles and from lc. 
to 2c. on women’s cut soles. The outlook 
appears to be a little brighter with shoe 
manufacturers starting to place orders 
for future production. 

There is every indication, judging 
trom orders being received by cutters, 
that the wide sole is here to stay. At 
any rate, it is sure to continue in pop- 
ularity during the Fall and Winter 
months. 

Patent leather is getting a good call, 
and one of the largest producers of this 
type of leather informed THE BooT AND 
SHOE RECORDER that it is doing “volume 
business.” Demand has been so strong 
for this type of leather in the Midwest 
that the price increased between 5c. and 
8c. on most grades during the past few 
weeks. 

Perhaps the first indication that calf 
ieather prices have reached their peak 
was a slight reduction in certain grades 
of men’s calf leather. Most selections 
were from Ic. to 2c. lower. One of the 
largest tanners of calf leather in the 
world declared that while there is a 
“very ready market for the better 
grades of calf leathers, the lower grades 
are piling up.” 

All leather prices are firmer at the 
moment, and this condition is likely to 
continue during the month of July and 
part of August. Even the heavier se- 
lections of sole leathers are bringing 
better prices. A month or two ago there 
was little or no requests for the heavier 
leathers. 

While leather prices are strong at the 
moment, there are those who believe that 
a weakness in the price structure may 
develop during the late Summer or early 
Fall. The fact that inventories are rel- 
atively low in shoe factories may bring 
about a temporary scramble for the de- 
sired types of leathers for shoes for a 
while, but it is not likely that this will 
be long lasting. After that, price de- 
clines may be more pronounced, and may 
even become sharp. 

The demand for the better grades of 
calf, kip and side leathers has had a 
tendency to increase the prices on heavy 
leathers, a natural affect. This condi- 
tion is apt to continue as long as the 


market as a whole remains firm, but 





with any sizable reduction in upper 
leather quotations, heavy sole leathers 
may be pared accordingly. Advances in 
cawstock gave tanners a good oppor- 
tunity to get better prices for inferior 
and heavier leathers that hitherto have 
had little call. 


English Footwear 
Reenters Market 


New YorkK.—One of the most famous 
of imported footwear lines, Lotus shoes, 
is now available in regular supply to 
American outlets. Absent since the 
war, Lotus plans to expand its distri- 
bution over that of prewar years. 
Established Lotus distributors. re- 
ceived small shipments earlier this 
year.. Production has now improved to 
such an extent as to assure regular 
supply in three lines: the Lotus 
Veldtschoen Waterproof shoe; the 
Lotus Town and Country Brogue; the 
Lotus Anglespike Golf Shoe. 

The Veldtschoen is the shoe used by 
British Armed Forces in both World 
wars. The waterproof is effected by a 
patented double-upper construction. 





Dates to Remember 


New York Shoe Travelers Association 
Annual Golf Tournament, North Hills 
Golf Club, Douglaston, L. I. July 17, 

Baltimore Third Annual Shoe Fair, 
Southern Hotel, Baltimore, Md. 

July 27, 28, 29, 30, 1947 

Monthly Shoe Show, Michigan Shoe 
Travelers Club, Hotel Statler, Detroit, 
Michigan. August 3, 4, 5, 1947 

Monthly Shoe Show, Chicago Shoe 
Travelers Association, Morrison Hotel, 
Chicago. August 18, 19, 20, 

Allied Shoe Products & Style Exhibit for 
Spring, Hotels Belmont Plaza and 
Commodore, New York City. 

September 3, 4, 5, 1947 

Official Opening of Spring Leathers, 
Tanners Council of America, Waldorf- 
Astoria Hotel, New York. 

September 4, 5, 1947 

Shoe Manufacturers Spring Opening, 
Hotel New Yorker, New York City. 

October 5, 6, 7, 8, 9, 1947 

National Shoe Fair, Palmer House and 
Morrison and Stevens Hotels, Chi- 
cago. October 27, 28, 29, 30, 1947 

sesame Show, Ak-Sar-Ben Men's Apparel 
Club, Inc., Paxton Hotel, Omaha, Ne- 
braska. November 1, 2, 3, 4, 1947 

Spring Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklchome City, Okle. 

November 2, 3, 4, 1947 

Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, William Penn 
Hotel, Pittsburgh, Pa. 

November 8, 9, 10, 11, 1947 

Annual Convention and Show, Texas- 
Southwest Shoe Retailers Association, 

Fort Worth, Texas. 
November 10, 11, 12, 1947 

Spring Style Shoe Show, Southwestern 
Shoe Travelers Association, Adolphus 
and Baker Hotels, Dallas, Texas. 

November 10, 11, 12, 13, 

Shoe Show, West Coast Shoe Travelers 

Associates, Los Angeles, Cal. 
November 23, 24, 25, i947 
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HALDSOME 





Leading stores everywhere praise these fine, genuine 
moccasins with hand-sewn vamps . . . so flexible, so 
snug fitting . . . try-ons make sales. Made in regular 
widths and half-sizes of best upper stock and quality 








Same style in MEN'S 
300—Brown 
A7/12 B&C6/12 D5%/12 


Women's open-back sling 
810—Brown 


IW STOCK 


AAA 6/9 AA&AS/9 8&C 3/9 


SEND A TRIAL ORDER NOW. 
Shipments in 12 pr. 
containers only. 

KEEP RE-SIZED AND YOU'LL HAVE 


A TIDY, PROFITABLE NEW 
DEPARTMENT. 


Send orders and mail to 


HOLDEN & GRIFFIN 
Sales Agents 


3120 EMPIRE STATE BLDG. - WY. C. 1. 


leather soles. 







Made by 
SONGO DIVISION 
SACO-MOC SHOE CORP. 
PORTLAND, ME. 








Nebraska Salon Features Light and Color 





Cold cathode plus fluorescent and incandescent lighting bring out the three 
shades of wall color, ranging from dark to light rose, the blue carpeting and rose 
ribbed chairs. Benches are of biond leatherette. 


LINCOLN, NeEB.—The new shoe salon 
at Ben Simon & Sons, 1215 “O” St., 
here, is now completed except for in- 
stallation of cold cathode lighting fix- 
tures which will supplement the fluor- 
escent and incandescent lighting al- 
ready in place. Customer comfort is 
featured, with uncrowded accommoda- 
tion for 50 seated persons. 

Blonde maple fixtures and furniture 
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are used in the new fifth floor salon. 
Stocks are carried out of sight behind 
the curved wall fixtures, while display 
space is afforded by five spacious 
shadow-boxes recessed in the wall fix- 
ture, and several box-type, curved floor 
fixtures and shelving near the entrance. 
Seating facilities include two curved, 
built-in benches which fit the contour of 
the wall and a semi-open partition be- 


tween the shoe salon and the millinery 
salon. Benches face each other at oppo- 
site sides of the department and are up- 
holstered in blond leatherette. Bionde 
maple chairs provide additional seating 
and are upholstered in a dark rose 
ribbed fabric, and salesmen’s stools are 
upholstered in the same fabric. 

The color scheme is a prominent fea- 
ture of the new salon. Painted walls 
and upholstering are in three shades 
ranging from dark rose to light rose, 
and all-over carpeting is blue. Columns 
are mirrored, while fitting mirrors have 
been recessed in the fixtures at conveni- 
ent locations about the salon. 

Serving as an entrance to the salon 
is an accessory shop for handbags, 
gloves, hosiery and jewelry, in the foyer 
just off the elevators. This new shop 
gives the customer an opportunity to 
select all accessories while she buys 
shoes and hats. 

The salon was designed by De Young, 
Moscowitz & Rosenberg of New York 
City, as part of a $100,000 remodeling 
project on fifth floor. Work was in 
charge of R. L. Pioso of Kansas City. 
Lynn Lewis is manager of the women’s 
shoe department at Simon’s. 





Plans $60,000 Store in Buffalo 


Burralo, N. Y.—Bailey Slipper 
Shop, Inc., 3124 Bailey Ave., has filed 
plans with the city division of build- 
ings to erect a $60,000 store. 
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Ml... anlesing align a 
IDEAL BABY SHOES supe: fora 


From her first step, and for many months before and years 
to come, her foot health is assured ... She’s an Ideal Baby. 
Every pair of Ideal Baby Shoes are the finest shoes that | 
can be fitted to her feet because they’re made by skilled 
specialists from materials which are carefully selected 


for baby feet over lasts that are scientifically correct. 


MRS. DAY’S IDEAL Basy sHoE. co. 


DANVERS, 





MASSACHUSETTS 


1070 MERCHANDISE MART 
CHICAGO 54, ILLINOIS 











B. Nelson Opens 
Seventh in Chain 


New YorkK.—B. Nelson Company, op- 
erators of the largest exclusive chain 
of Conformal Shoe Stores in the coun- 
try, have opened their seventh store, 
Monday, June 30, at 40 West 34th 
Street, here. This is in line with the 
postwar expansion policy of the Inter- 
national Shoe Company, world’s largest 
shoe company and manufacturers of 
Conformal Shoes for men and women. 

Founded in 1879, this organization, 
now headed by Seymour F. Rosow, con- 
ducts stores in Hartford, Newark, 
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White Plains, Jamaica, Brooklyn and 
New York and is probably the only 
organization of its kind conducting a 
world-wide mail order shoe repair ser- 
vice. 

The new store will have two selling 
floors with the lower floor devoted to 
men’s shoes and the upper to women’s. 
The store is modern with Nile green 
carpets and bleached walnut fixtures 
with full length mirrors setting off one 
side of the premises. It is lighted by 
the newest cold-cathode lighting and is 
air conditioned throughout. 

Ray E. Maybury will manage the 
new store. 





Fyfe Acquires McElroy 
Shoe Company in Michigan 

Detroir—The R. H. Fyfe & Co., one 
of Detroit’s oldest retail establishments, 
has announced the purchase of the Mc- 
Elroy Shoe Company, Port Huron, 
Mich. No change will be made in per- 
sonnel. 

The McElroy Shoe Company was 
founded in 1910 by the late Frank F. 
McElroy. The Port Huron store occu- 
pies the main floor of a three store 
building, located in the center of the 
business district and specializing in 
men’s, women’s and children’s shoes. 

Fyfe’s was founded in 1865 by the 
late Richard H. Fyfe. Steven J. Jay 
was recently elected president. Located 
on Woodward at Grand Circus Park, 
Fyfe’s occupies a 10-story building, and 
is devoted exclusively to selling men’s, 
women’s and children’s shoes. Mail 
orders are received from all parts of 
the world. 

The Port Huron branch is Fyfe’s 
first venture into the outlying districts 
and will be operated as a unit of the 
Detroit store with the same merchan- 
dising and business policies. It was 
not indicated whether this initial ex- 
pansion would be followed by the addi- 
tion of other store units. 

Frank Hardy, buyer of the Detroit 
budget department, will buy for the new 
branch. 


Present plans include remodeling 
with grand opening scheduled for 
Aug. 14. 





Sommer & Kaufmann 


Plan New Store 

SAN FRANcisco, CALIF. — Sommer & 
Kaufmann, San Francisco shoe firm, has 
announced that a lease has been nego- 
tiated for the location of a complete shoe 
and accessory store in San Mateo on the 
North side of Fourth Avenue between 
El Camino Real and San Mateo Drive, 
back of the Benjamin Franklin Hotel. 

Construction of the new building on 
the 45 by 102 foot site in now under 
way. The new store will house a com- 
plete shoe and accessory store for men, 
women and children. 

In making this announcement Herbert 
L. Sommer, president of the 53-year-old 
firm, stated: “By opening a new store in 
San Mateo, Sommer & Kaufmann hopes 
to bring to the fast-growing peninsula 
the added convenience of a centrally lo- 
cated store with shoes and accessories.” 

The main store is located in San Fran- 
cisco at 838 Market Street. 





Celebrates Golden Shoe 


Business Anniversary 

GRANITE Crry, ILL.—Having been in 
the retail shoe business for 50 years, 
A. F. Buente, whose store is at 20th 
street and Delmar avenue, celebrated 
his golden business anniversary by hold- 
ing open house at his store recently. Mr. 
Buente is retiring and will turn his busi- 
ness over to his two sons, William and 
A. F. Buente, Jr. 
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New Vo-Craft Store 
Uses Canopy Top 


Corpus CHRISTI, Tex.—Completion of 
a new Vo-Craft shoe store is scheduled 
for Sept. 1 at 424 Chaparral here. 

The new building, designed by local 
architects, will have a unique, par- 
tially-open canopy which will permit 
sunrays to cast slanting shadows down 
on the building. A marble front with 
visual-type glass doors and windows of 
full length will complete the modern- 
istic front. Upper portion of the build- 
ing will be finished in zuorite, an alumi- 
num alloy used for covering old build- 
ing surfaces. The new store will be 
air conditioned throughout. 

Specially designed fixtures, with flush 
concealed lighting, custom-designed 
furniture and thickly-carpeted flooring 
are slated for the interior. Built-in 
merchandise cases will line the walls 
with floor cases in front of them for 
display of accessories. 





CPA Approves New 
J. C. Penney Spokane Store 


SPOKANE, WASH.—The J. C. Penney 
Co. will have a new Division street store 
in Spokane—a building estimated to 
cost $100,000, to be managed by George 
C. Scheufele, it has been revealed. Shoes 
will be prominently featured in the new 
store that will be a story and a half in 
height over a ground floor space of 75 
feet by 100 feet on the east side of Divi- 
sion Street between Indiana and Bald- 
win. 

The CPA has approved the project 
which has been pending for more than a 
year. Bids for construction of the new 
Penny outlet for shoes and other wear- 
ing apparel were opened June 19, and 
early contracts are to be awarded. 

To have a specially constructed alumi- 
num front, it will be of reinforced con- 
crete and tile construction. Specially 
designed fixtures will be made in 
Spokane, and installed this Fall for oc- 
cupancy about the first of December. 





New York Travelers Will Hold 


Golf Tourney July 17 


New York—tThe third leg of the 
Boot AND SHOE RecorDER Golf Trophy 


will be one of the notable prizes at the | 


Annual Golf Tournament of the New 
York Shoe Travelers Association on 


July 17 at the North Hills Golf Club, | 


Douglaston, Long Island. 

The annual tournament, which will 
follow by one day the shoe showings of 
the Guild of Better Shoe Manufac- 
turers here, is expected to draw a large 
number of shoe men and friends, both 
golfers and non-golfers, barring ad- 
verse weather. 

The first leg of the Recorper Golf 
Trophy was won by F. C. Donovan, of 
F. C. Donovan & Co., and the other by 
William Wren, of the Carlisle Shoe 
Company. 
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Los Angeles, Chesney Shoe Co. 
= Wa Van Voorhies-Phinney 


Colorads 
Denver, Kemp Shoe Co. 
Florida 
Jacksonville, J. H. Churchwell Co. 


Atlanta, Gramling & Collinsworth 
IMlinois 





Chicago, Keehn Bros. 
Peoria, John Moser & Son 
Indiana 
Indianapolis, E. P. Bayless Shoe Co. 
lowa s 
Cedar Rapids, Otis Leather Co. 
Dubuque, Merchants Supply Co. 


Maine 
Bangor, W. S. Emerson Co., Inc. 


Massachuse:*s 
Sosingiats. M. T. Shaw Shoe Co. of 
N. Inc. 





Michigan 
Detroit, American Shoe Co. 
Grand yo Hoekstra Shoe Co. 
Saginaw, Michigan Shoe Co. 
. Minnesota 
Minneapolis, Dodson-Fisher Co. 
Nebraska 
Lincoln, Branch Bros., Inc. 
Omaha, Driscoll Leather Co. 


New York 
New York City, Powell & Campbell 


Ohic 
Cincinnati, Robert Graefe 
Cleveland, Bibow & Srail Shoe Co. 
Cleveland, Whitney-Roth Shoe Co. 
Toledo, Ainsworth Shoe Co. 
Zanesville, Black & Grant Co. 


Pennsylvania 
Philadelphia, Bell, Walt & Co, = 


Pittsburgh, Newell & Sc 
York, D. S. Peterman & 





Salt Lake City, Zion’s Co-Operative 
Merc. Inst. 
Washington 


+ 
. Washington Shoe Co. 
=. ey Leather Co. 


West Virginia 
Huntington, Jel Newberry Co. 
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MATT—Black Kip 
Bal oxford with Arch 
Support, Half Rubber 
Heel and nine iron 
semi-fine bend sole. 


ESS—Same as style 
ATT in Brown Kip. 
Two very popular 
styles in our TRADE 
BUILDER line. 





WHERE TO BUY 
This Nationally 


DISTRIBUTED LINE 
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SNUG FIT 


NEW vives 


CLOGS and SANDALS for MEN 
AVAILABLE in TAN and BLACK 


Unique Construction Feature 
Builds Profitable Business 


For. Jobbers And Dealers 


PATENTED 
SANDAL-STRAP 
PRINCIPLE 


Sandal strap principle molded in the rubber— 
extending from the base of the arch to the top of 
back of rubber—prevents the rubber from com- 
ing off or flopping at the heel under any service 
conditions. A dressy rubber for dress shoe tailored 
to fit with no gaps. 


A Profitable 
Line Te Retail 


CLOGS tan... $1.75 
black $1.50 per pair 
SANDALS tan. . $2.00 
black $1.75 per pair 


FOLDABLE 


NO FABRIC OR FILLERS . 


FEATHERW EICHT 
. CLEANS INSIDE AND OUT 


Stock three sizes of each item and cover the popular 


range of men’s shoes 


TINGLEY-RELIANCE RUBBER CORPORATION 


Established 1896 





RAHWAY, NEW JERSEY 











Plan Award to Member 
[CONTINUED FROM PAGE 138] 

lyn, N. Y.; A. R. Borton, Seattle, 
Wash., Kickerinos, Milwaukee, Wis.; 
Jay S. Greene, Los Angeles, Pacific 
Shoe Co., San Francisco; Max Demoff, 
Los Angeles, Somersworth Mfg. Co., 
Somersworth, N. H.; Max Stern, Los 
Angeles, Stylebilt Shoe Mfg. Co., Los 
Angeles; Bernard Kellner, Los Ange- 
les, Reznick & Kellner; Harry Amass, 
Los Angeles, Brilliant Bros., Boston, 
Mass.; Dodd Leanse, Los Angeles, 
Angelus Shoe Polish Co., Los Angeles; 
Ben Solnit, Los Angeles, Solnit Shoe 
Co., Los Angeles; Eugene Dodd, Dodd’s 
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Burbank, Calif.; John 
M. Colvin, Los Angeles, Craddock 
Terry Shoe Co., Lynchburg, Va.; 
Gladys Merrifield, Style Master of Hol- 
lywood, No. Hollywood; Norton B. Cot- 
ton, Culver City, Calif., Swankies, Inc., 
Culver City; Nathan Batterman, 
Brooklyn, N.gY., Prince Footwear Corp., 
New York City; Robert M. Green, 
Angelus Shoe Polish Co., Los Angeles; 
A. J. Dillon, Jr., Los Angeles, C. S. 
Pierce Co., Brockton, Mass.; Aaron 
Ritner, Los Angeles Wholesale Shoe 
Co., Los Angeles, and Norman Palmer, 
Los Angeles, Goldsmith Bros. Mfg. Co., 
Brockton, Mass. 


of California, 


Calfskin Price Rise Problem 
In St. Louis 


[CONTINUED FROM PAGE 137] 


to the retailer. 

Some producers feel that the solution 
to the problem is one of substitution. 
As aspecialty manufacturer of women’s 
shoes said, “we will have to lick this 
situation by manufacturing style shoes 
made from some other type leather, be- 
cause the consumer, who calls the shot 
on price is not in the mood for another 
price hike at this time.” 

The difficulty of using the tactics 
suggested by this manufacturer, how- 
ever, for bringing about a break in the 
price of wanted leathers was aptly 
phrased in the words of another pro- 
ducer who said, “calfskin is very 
scarce, very scarce at a time when we 
are going into the calk skin season. 
It is made doubly difficult for this 
reason. If the price jump had occurred 
in the winter when we were going into 
the second buy the problem would have 
been easier to lick. Kips might be the 
answer,” he added, “if it wasn’t for 
the fact that the demand for shoes made 
out of this material was lessened tre- 
mendously as a result of the shoes made 
from heavy kip during the war. We 
are afraid of kips now for that reason.” 
It has been suggested that use of more 
kidskins might help to solve the prob- 
lem. 

Though no price increases had been 
announced by manufacturers in the St. 
Louis area by the late June period 
there was a feeling generally that such 
increases would be forthcoming if the 
calfskin market did not break. In the 
hope of a receding market most manu- 
facturers had cut leather purchase 
commitments about half, reducing com- 
mitments in many instances from 60 
days to 30. Some producers stated 
they would wait until they had about 
run out of calfskin before purchasing 
additional supplies. A good many manu- 
facturers are holding production to a 
level of orders and operating on a 
closer delivery date. 





Made Honorary Member of 
West Coast Travelers Associates 


New YorK—Everit B. Terhune, 
president and publisher of the Boor 
AND SHOE RECORDER, has been voted an 
honorary member of the West Coast 
Shoe Travelers Associates by its board 
of directors, it was recently announced. 





Correction 


In the Voice of the Trade columns 
{June 15 issue of the RecorpER), Wil- 
liam J. McCormack was incorrectly 
named shoe buyer of E. W. Edwards & 
Son, in Syracuse, N. Y. Mr. McCormack 
is the women’s and children’s depart- 
ment 32 of the Syracuse store. Fred 
Bensing is buyer for all E. W. Edwards 
& Son stores in Buffalo, Rochester and 
Syracuse. 
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SHOE GCOMPANY 
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Our Roman Sandal 


Prettiness in a black patent leather shoe with an elaborate cut-out 
front, for babies and very small girls. Also in white smooth leather. 
Beautifully made in sizes 4% to 8, with an inside wedge heel. 








Choose 16 Men’s Shoe Colors 
For Spring and Summer, 1948 


New YorK.—Sixteen colors for men’s 
shoes were adopted for Spring and 
Summer, 1948, by the Joint Committee 
of the Tanners’ Council of America, 
National Shoe Manufacturers Associa- 
tion and the National Shoe Retailers 
Association in cooperation with The 
Textile Color Card Association, at a 
meeting held at the headquarters of the 
latter organization. 

To be promoted under the caption, 
Colors for Street and General Wear, 
are a new darker ruddy brown, a new 
deep vintage tone and the five repeated 
colors, Boulevard Brown, Brandy Tan, 
Indian Tan, Tawny Tan and Golder 
Harvest, as well as black. 

Presented under the caption, Colors 
for Resort and Summertime Wear, are 
five shades for smooth leathers and 
four shades for reversed leathers, also 
white. In the group of colors for 
smooth leathers, to be used for all-over 
shoes or in combination, are a new 
warm light tan, a new medium golden 
tan and the repeated shade, Cocoa Tan. 
Two greys, a darker and a lighter tone, 
were also selected. ' 

The colors for reversed leathers for 
resort and summer wear comprise three 
new tones, namely a darker reddish 
brown, a clear navy blue and a medium 
grey, as well as the repeated color, 
Cocoa Tan. 
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Boots, Luggage Spotlight Travel Window 





Nebrasko—The Union Pacific Railroad helped Merricks’ Shoes, here, to — 
promote a new line of luggage and cowboy boots by contributing a set of enlarged 
travel scenes, resulting in the clever promotion window shown above. Eldred B. 
Merrick, head of Merricks’ Shoes, whose initiative produced this unusual addition 
to the shoe store, ran advertisements in local papers showing the boots and lug- 

. with a follow-up reading: “And a Place To Go by Union Pacific: see our 
window for suggestions.” Mr. Merrick reports « grotifying response. 


Sidney, 














You've known the 


Malate maa nieeih@ for over 45 years... 





with many new improvements 








Special on 
BALLOONS and COMICS 


+ Good-will 


rtngay 


HEADQUARTERS Since 1901 f 


Novelties, Souvenir 





Creat Late! Toys 


Gift Specialties 


100 Actual size, 12" 
and pencil as 


No. 
pen holder 


| 

+ 
: May” here are the details: 
| 


Call or write for catalog 


long, contains 6 
illustrated. 
colors. Available with your advertisement imprinted. 


re Lederer INDUSTRIES, Inc. 


39 West 19th St., N.Y. Tf 


ruler, 


Assorted 








and 


THEY'RE 
¢ LONGER 


STRONG | 





Finished or unfinished, they're 
chrome tanned for long wear. Easy 
to work, hold stitches firmly, fiex- 
ible and comfortable under foot. 
Used by leading manufacturers 
of casuals, athletic shoes, wo- 
men's street and dress shoes, | 


children’s shoes and slippers. 
John Flynn & Sons, Inc. 














Herbert A. Hoskins 


New CANAAN, CONN.— Herbert A. 
Hoskins of 166 Park Street, here, died 
suddenly, June 10th, in the Norwalk 
Hospital. A native of Zanesville, Ohio, 
Mr. Hoskins had been a resident of 
New Canaan for the past six years and 
owner of the Town and Country shoe 
store. Formerly he was associated 
with Hanan & Sons, and I. Miller. 

He is survived by his widow, Mrs. 
Katherine B. Hoskins and two brothers. 

Services were held at the Hoyt Fu- 
neral Home in New Canaan and burial 
was in Zanesville, Ohio. 


146 


Obituaries 





Arthur J. Chase 


BrockTon, Mass.—Arthur J. Chase, 
who had held many responsible posi- 
tions in the shoe and allied industries, 
died recently at his home, 404 Moraine 
Street, this city, at the age of 72. 

Prior to 1934 he had been for 18 
years head of the in-stock department 
of the George E. Keith Company. In 
that year he became affiliated as style 
and advertising manager with the Vul- 
can Last Company of Portsmouth, 
leaving that company to take a posi- 
tion with Keith, Keith & McCain, Inc., 
of Rockland, Mass. 

At one time he was publisher of a 
business magazine sponsored by the 
shoe industry of southeastern Massa- 
chusetts. Earlier in his career he had 
been associated with the Brockton 
Times and the Brockton Enterprise, 
daily newspapers. 

Surviving are his widow and one 
sister. 


H. A. Chapman 


Los ANGELES, CAL.—A. A. Chapman, 
69, well-known California shoe man, 
died at his home Tuesday evening, June 
24th. He was the West Coast repre- 
sentative for L. B. Evans’ Son Co., 
Wakefield, Mass., and he was with the 
firm for twenty-eight years. Previous 
to this, he was connected with the Com- 
-nonwealth Shoe & Leather Co., repre- 
senting them in the Mountain States. 

Well-liked by all who knew him, Mr. 
Chapman had a wide circle of friends. 
He is survived by his widow, Mrs. 
Georgia T. Chapman, and his son, Cap- 
tain George A. Chapman. 


Alfred N. Engle 


St. Louis, Mo.—Death came to Al- 
fred N. Engle recently, a partner in 
the John Harvey Leather Co. and one 
of the best known personalities in the 
shoe and leather trades in St. Louis, 
after a six months’ illness. Mr. Engle 
was 66 years old. 








He had represented the John R. Evans 
Leather Co. here 38 years but joined 
the John Harvey Leather Co. as a 
partner in 1943 and organized the St. 
Louis office of which he was the head 
head at the time of his death. 

Prominent in civic affairs as well as 
in the shoe industry in St. Louis, Mr. 
Engle was a member of the board of 
directors of the St. Louis Horse Show 
Association and the Sunset Hill Coun- 
try Club. 

He is survived by his widow, Mrs. 
Helen Lukins Engle, a daughter, Mrs. 
Norma T. Nichols; Wills T. Engle, his 
son, and three grandchildren. 





Jacob L. Barak 


St. Louis, Mo. — Funeral services 
were held recently for Jacob L. Barak, 
65, president of the Barak Shoe Co., 
1301 Washington Ave., who died of a 
heart ailment, following a short illness. 

Surviving Mr. Barak are his widow, 
Mrs. Clara Siegried Barak and a son, 
Sigmund Barak. Rabbis Ferdinand Is- 
serman and Ephraim Epstein officiated 
at the funeral services. 





Jacob Veax 


WASHINGTON.Jacob Veax, 57, for 
35 years associated with Hahn Shoe 
Stores, died in Doctor’s Hospital here 
June 22nd, after a long illness. At the 
time of his death Mr. Veax was buyer 
for Hahn’s. Seven Hahn stores were 
closed for a day here in observance of 
his death. 

Mr. Veax was born in Baltimore and 
joined William Hahn & Company in 
1911, beginning as a salesman and pro- 
gressing to store manager and buyer. 

Surviving him are his widow, Mrs. 
Mary Veax, two sons, Dr. David Veax 
and Robert Veax, both of this city; a 
brother, Clyde Veax of New York; and 
three sisters, Mrs.. Fannie Lebowitz, 
Mrs. Jennie Rosenberg and Mrs. Sarah 
Rosenfeld, all of Baltimore. 
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Trade Literature 


Prepare New Index of 
Footwear Production 


WASHINGTON.—The preparation of a 
new index of production of civilian 
clothing and footwear as a guide to de- 
velopments in the clothing and foot- 
wear industries was announced re- 
cently by the Office of Business Eco- 
nomics, Department of Commerce. 

The importance of an adequate meas- 
ure of clothing production is indicated 
by the 1939 Census of Manufactures 
which showed that the clothing in- 
dustry accounted for about 11 per cent 
of all manufacturing establishments in 
the country and employed 15 per cent 
of all wage earners engaged in manu- 
facture, the Department of Commerce 
said. 

Moreover, the current value of cloth- 
ing purchases by consumers is about 
13 per cent of their total outlay for 
goods and services and is exceeded only 
by food purchases. 

Included in the index are 44 specific 
kinds of civilian apparel, both indi- 
vidually and in various combinations.” 
Indexes of production of these 44 kinds 
of wearing apparel have been prepared 
for the years 1939 through 1946. In 
addition, quarterly indexes are avail- 
able for the period from 1943 through 
1945, with monthly indexes for 1946 
and later. 

The component series are based upon 
the number of units produced on other 
than government contracts. The spe- 
cific indexes are combined by weights 
based on the manufacturers’ final prod- 
uct values in 1939. 

The index will be published in the 
Survey of Current Business on a con- 
tinuing basis, with current data in- 
cluded as they become available. The 
latest indexes are for March 1947. In 
that month the combined clothing and 
footwear index was 118 (1939—100), 
as compared with a combined index of 
128 in the previous month and 141 in 
March 1946. 


Seven New Booklets in AMA 
Production Series Published 


Seven new booklets in the production 
series of the American Management 
Association have recently been publish- 
ed and are available for $1.00 by writ- 
ing to the American Management Asso- 
ciation, 330 West 42nd Street, New 
York 18, N. Y. 

The seven booklets, written by lead- 
ers in the management field, are en- 
titled as follows: “Management Tech- 
niques For Increasing Labor Produc- 
tivity,” “Quality and Expense Control,” 
“Getting and Using Employees’ Ideas,” 
“The Foreman—The Job and the Man,” 
“Human Relations Opportunities For 
Management,” “Production Policies For 


July 15, 1947 





Order Now for Late Summer 
and Early Fall Sales 






















K328—Black Suede Pump 
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K329—Black Suede 
Sling Back Pump 
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9 $2.90 
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AUGUST 10TH DELIVERY 


GROVES SHOE COMPANY 


- GROVES SHOEMAKERS, INC 


Manufacturers and Distributors of EILEEN Footwear 
311 West Monroe Street, Chicago 6, Illinois 





Increased Output,” and “The Human 
Aspects of Methods Improvement.” 





Miniature Magazine Boosts 
Elastic Thread 


Woonsocket, R. I. — The Para 
Thread Company of this city, manufac- 
turers of “Paralastic,” well-known 
elastic thread, keep the name of their 
product continually in the minds of 
their customers and prospects by mail- 
ing them monthly a miniature maga- 
zine containing a wide range of in- 
teresting, miscellaneous editorial mate- 


rial, none of which is even remotely re- 
lated to their product. The only “Para- 
lastic” plug is a two-color, two-page 
advertisement devoted to explaining 
one of the many uses to which “Para- 
lastic” fabric can be put; or to some 
phase of the extensive research which 
made “Paralastic” possible. 

The 12-page May issue of this publi- 
cation treated such subjects as the his- 
tory of ice cream; the nourishment de- 
rived from the Venezuelean milk tree; 
a series of “wise-cracks” headed 
“Briefs”; and curious facts headed “Or 
Did You Know?” garnered from all 
over the world. 
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Pattern #330—c combination binding —soft, beoutiful 
grosgrain-type ribbon combined with pliant, easy to handle cotton. 
Pattern #330 comes in standard colors and con be dyed to your 


specifications. When filling your binding needs—remember Pottern #330. 









OUTDOOR 
BALLERINA 





HAND- MADE 
HAND-LASTED 


Terms — Net 30 day’ 
| WRITE FOR ILLUSTRATED CATALOG 


| 
| 166 North Third Street, 


Columbus 15, Ohio 





















TRUE 
BALLET LAST 

Full length, padded, 

cushion sole sewn construc- 

tion. Fully lined. Black and white, kid — 

black suede. Full sizes 3 to 9; 

medium width. $2.35 


Leather sole, “low -down™ outside heel, 

with phantom wedge inside heel. Faille- 

lined. In black, white, red, green, kid 

or suede. Also satins in white, pink, 

black. Sizes 3'2 to 9, AA to B. A 
$3.00 











U.CLLA. Students Win Shoe Design Contest 





U.C.L.A. art students are pictured holding their winning design which received 
honorable mention in Daytime Shoe group for design competition held recently by 
Joseph Salon Shoes, Inc., 323 N. Rodeo Dr., Beverly Hills, Calif. Their instructor, 
Mrs. Lucia Keiser, smiles her approval. Awarded a pair of beautiful shoes from 
the exclusive Joseph Salon as well as the honorable mention were Margaret G. 
Smith, Patricia Francis, Mary Jane Fonck, Eugenia Alberson, and Otis E. Bowdoin. 
Jr. Problem of shoes for Mr. Bowdoin has not yet been decided. 


BEVERLY Hitus, CAL. — Winners of 
the Joseph Salon Shoes’ design compe- 
tition, open only to University of Cali- 
fornia at Los Angeles students enrolled 
in costume and apparel design classes, 
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were announced at a recent tea held 
at the beautiful new Joseph Salon, 323 
N. Rodeo Dr., the sixth unit of the 
well-known Chicago firm. The contest 
was judged by Renie, prominent Holly- 


wood designer, Ted Saval of Los Ange- 
jes, famous for his distinctive Cali- 
fornia wedge creations, Salvatore Can- 
gemi, noted shoe designer of Cangemi, 
Inc., New York, Jane Gray of Vogue 
magazine, and Mr. Joseph. Acting as 
adviser was Louise P. Sooy of the 
U.C.L.A. art department. 

The winning students’ collection of 
designs, all of which were featured in 
the display windows of the Joseph 
Salon, were highly praised for their 
originality. The prize-winners’ work 
will be made up into actual shoes by 
Ted Saval. 

Awards were made to the following 
students: Casual Shoe Design classifica- 
tion: First prize of one hundred dollars 
went to Patricia Benjamin; the fifty- 
dollar second prize was awarded to 
Rosaline Yellen. Five honorable men- 
tions, each one receiving a pair of 
Joseph Salon shoes, went to the fol- 
lowing students: Helen Armstrong, 
Patricia L. Bird, Helen Leyrer, Vir- 
ginia Haldeman, and Virginia R. Rich- 
ardson. 

In the Daytime Shoe Design classifi- 
cation, the first prize of one hundred 
went to Alice M. Everett; the fifty- 
dollar second prize was given to Eliza- 
beth Arrants. Receiving honorable 
mention in this group, along with a 
pair of Joseph shoes were Margaret 
G. Smith, Patricia Francis, Mary Jane 
Fonck, Eugenia Alberson, and Otis E. 
Bowdoin, Jr. 
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Financial Statements 


International Profits Nearly 
Triple in Half Year 


Sr. Louis, Mo.— The International 
Shoe Company’s report for the six 
months ended May 31, 1947, shows a 
net profit of $8,234,197 compared with 
$2,813,648 for the corresponding period 
last year. Earnings were $2.42 per 
share for the six months compared with 
$0.84 for the first half of 1946. 

Net sales for the period amounted to 
$113,730,179 against $66,523,561 for the 
first half of 1946. Subsidiary plants 
produced materials amounting to $465,- 
331,527 which, combined with our sales, 
made a total business transacted of 
$159,061,706. Net profit was approxi- 
mately 5 per cent of the $159,061,70u 
of business transacted. 

“Demand for nearly all types of our 
shoes continued to exceed our ability to 
produce them,” according to a state- 
ment signed by Frank C. Rand, chair- 
man of the board, and Byron A. Gray, 
president. 





“Cancellations and returned goods, . 


after being almost completely absent 
for a number of seasons are again in 
evidence, but not excessive. 

“Shoe prices set by the company at 
the time of decontrol in November were 
based on costs below the then replace- 
ment cost of leather and hides. For 
the most part, our general price level 
has remained unchanged since that 
time, the only important exception be- 
ing a reduction in prices of work shoes. 
The Company has resisted high prices 
of raw materials, and has narrowed its 
own margins in order to hold down the 
price of shoes.” 


—_—___. 


Dan Cohen Co. Declares 
Quarterly Dividend 


CINCINNATI, O.— Directors of Dan 
Cohen Company, retail shoe chain with 
general offices here, disclosed June 23 
declaration of the regular quarterly 
dividend of 25 cents per share on capi- 
tal common stock payable July 1 to 
holders of record June 25. 


Johnson, Stephens & Shinkle 
Declare Dividend on Common 


St. Louts, Mo.—The Johnson, Ste- 
phens and Shinkle Shoe Co. has de- 
clared a 25 cents dividend on the com- 
mon stock which was payable to stock- 
holders of record June 25 on July 1. 


Gives First Dividend 
In 48-Year History 


CINCINNATI, O.—Cincinnati stock- 
holders of the American Hide & 
Leather Company have been notified of 
declaration of dividend of 50 cents a 
share on common stock—the first in the 
concern’s 48 year history. 
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Says E.-J. Corp. in Best 
Financial Condition in History 

Enpicott, N. Y.—Bruce L. Babcock, 
treasurer of Endicott Johnson Corp., 
declared the shoe company is in the 
soundest financial condition that it has 
been in since its establishment. It is 
free of debt and steadily expanding, he 
pointed out to 83 sales representatives 
of the St. Louis office of the company 
who attended a conference here for the 
first time in 24 years. 

Charles F. Johnson, Jr., vice-presi- 


dent and general manager, praised the 
group for its sales record and em- 
phasized the necessity for cooperation 
between all branches and departments 
of the company. 

Also addressing the salesmen were 
Howard A. Swartwood, secretary and 
counsel, and Lawrence A. Merle, vice- 
president and sales manager. 
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OUR 48th YEAR 


CONSISTENT QUALITY ... 
the keystone of 

Altschul's children’s 

shoes for the past 48 years. 


A ttichul 


Every effort is being made to increase our production to meet 
the unprecedented demand for our CONSISTENT QUALITY 
juvenile shoes. We are paying particular attention to our line 
of orthopedic types—unsurpassed in the field. 


JULIUS ALTSCHUL. INC.. 117 Grattan Street. Brooklyn 6 New York 
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Basement Features Upstairs Merchandise 





Photo shows expanded and remodeled basement of Reels, in St. Lowis—an outlet 


of the John Irving Shoe Corporation, of 
, sold. This principle has been used by the company In other of 


Boston—where upstairs merchandise Is 


its stores fo increase selling and inventory space. 


Sr. Louis, Mo.—The recent expan- 
sion into the basement and complete 
remodeling of the entire interior of 
Reels—the St. Louis outlet of the John 
Irving Shoe Corporation, Boston—pre- 
sented a new approach to downstairs 
operations in St. Louis—a lower level 
department featuring the same mer- 
chandise as that offered on the street 
level floor. 

To the parent organization, down- 
stairs departments of this type are not 
new. According to Herman Heller, as- 
sistant to the western representative 
of the firm and also manager of the 
St. Louis outlet, expansion to the lower 
level with the same merchaniise as that 
found on the street floor is a practice 
the firm has used wherever possible 
in their post-war expansion program 
to obtain more space. 

A number of the firm’s 87 stores in 
the east, and south as well as the mid- 
west, operating as Mary Jane, Crosby, 
Lee’s, Reed’s, Reels, John Irving, Delton 


and Wilson stores, have used this prin- 
ciple, Mr. Heller said. With the ex- 
pansion of the St. Louis outlet both 
selling space and inventory can be 
doubled. 

In addition to the added space both 
levels of the store include several im- 
provements not existing before. They 
are: air conditioning, fluorescent light- 
ing, ex soft carpets, new furniture 
for seating 100 persons, a color scheme 
for the walls featuring soft pastel col- 
ors, large mirrored side walls along 
the stairway passage to the lower level 
department and sliding glass panels to 
the street level windows. 

Though the St. Louis unit’s remodel- 
ing and expansion were completed just 
a few days before the beginning of the 
street car strike Mr. Heller and Ben 
Shapiro, co-manager, in charge of the 
lower level department, reported store 
traffic had exceeded expectations and 
that St. Louisans’ reception to going 
below the street level for first floor 
merchandise appeared good. 


Cellophane-Boxed Children’s 
Shoes Featured Display 


MILWAUKEE, Wisc——How an added 
little touch to a counter display can 
increase sales was amply shown at the 
baby shoe counter of the F & W Grand 
Store on 3rd and Wisconsin Avenue. 

The clever, extra touch was the show- 
ing of baby shoes in cellophane boxes, 
which not only gave buyers a free view 
of the shoe values offered, but tied-in 
with sanitary handling. 

Manager Joseph Sisson of this store 
planned the display, and it was carried 
out by assistant manager Walter 
Eckert. 

The cellophane boxes keeps the shoes 
spotless and unhandled and yet affords 
complete ease of inspection to buyers. 
The child-sized chair, which was used, 
labels the counter from far; and the 
attractive baby-shoe lamps adds a 
unique finishing touch, since the light 
attracts buyers from way across the 
store. 

The turnover from the display is so 
great that the counter has to be refilled 
several times a day. 





Incorporates, Plans 
Production of Sport Shoe 


Sr. Louris, Mo—James F. Smith, 
president of Belma Shoe Manufactur- 
ers, Inc., has announced incorporation 
of the firm at $50,000, and plans for the 
manufacture of ladies’ sport shoes. 
Currently the firm is looking for larger 
quarters to provide space for a produc- 
tion capacity of an anticipated 700 
pairs a day. 

The manufacture of infants’ and 
children’s shoes, Mr. Smith added, will 
be dropped. Other officers of the firm 
are: Norman Frangen, vice-president, 
and Maxine Smith, treasurer. 





Shoe Department Incorporates 


St. Louis, Mo. — Announcement 
was made recently of the incorpora- 
tion of the shoe department in the Elsa 
Brady Shop, Clayton, to be known as 
the Mel Williams Shoe Co. Williams 
previously has operated the shoe de- 
partment there. 
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707 BROADWAY 


Our Modern Factory Is Now In Full Production And We Are 
Ready To Supply You With A Complete Line Of Fine 
Leather Sandals For Men, Women and Children. 


Catalog Showing New Styles and Prices 
Available On Request 


NEW YORK 3, N.Y. - 
FORMERLY LION LUGGAGE CO. 
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YOUR HEAD °Y | 
over that Surplus Stock 


Turn to the CLASSIFIED PAGES for 
Purchasers. 


Sixteen years’ 
PURCHASE” space is the record for one of our ad- 


BOOT AND SHOE RECORDER 
Classified Advertising Dept. 
100 E. 42nd St.. New York, N. Y. 
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CHILDREN'S COWBOY 
BOOTS 
$5.00 
“WANTED TO SIZES !',4 to 3 ns $5.50 








PACKED AS ORDERED. F.O.B. 
BROWNSVILLE. 2% 10 DAYS 


|| BROWNSVILLE 
IMPORTERS 


BROWNSVILLE, TEXAS 


















Aluminum Fitting Stool 
On Market 


BuFFraLo, N. Y.—The Nu-Art Alumi- 
num Products Co., of this city, is intro- 
ducing a shoe fitting stool made of light 
weight, chrome plated aluminum which 
they claim is rugged in construction and 
made to last a life-time. It is upholster- 
ed in colored plastic materials and may 
be had either with a restfoam rubber or 
felt cushion.. The seat measures 10 by 
12 inches. The over-all length of the 
stool is 28% inches and its gross weight 
is 6% pounds. 


Distribute New Simulated 
Suede to Shoe Trade 


New York.— Strippings, tubulars, 
bindings, and other articles employed 
in shoe manufacture, made of simulated 
suede known as Plasticsuede, a product 
of the Pine Hill Products Company, 
264 Fifth Avenue, is now being dis- 
tributed to the shoe trade by the Castle 
Trimming Company, 327 West 36th 
Street, it has been announced. 

The synthetic suede material, the 
process for which is patented, is made 
in heavy and light gauge and may be 
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What’s New 


used in combination with, or in place 
of, leather suede as tipping, foxing or 
strapping, it is claimed. It is produced 
in 20 colors to correspond with sea- 
sonal needs of shoe manufacturers. 
Alleged advantages of the material 
include the economy resulting from its 


uniform composition, preventing the 
wastage involved im cutting leather, 
and its property of a waterproof 
plastic base. “Plasticsuede” can be de- 
livered in rolls 40 inches wide and of 
unlimited length, as well as in manu- 
factured forms. 





New Animated Display Marketed for Xmas 





New York.—The Christmas show-window display shown above is one of a recent 


series of 


|, animated 


eye-cetchers marketed by Lederer Indus- 


electrically 
tries here. One of the largest and most complex made by the firm, this Sante 


Cleus workshop is 9 by 3 feet and operates with eight 


Lederer Industries has supplied the shoe trade nationally with novelty displays and 
related items for the 46 yeors since its inception. 
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The “GHILLIE” 


Black or Brown 
thers 


$ “2 .10 
NET 
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36029—Black Suede Ghillie 

36080—Biack Elk Ghillie | 
360098—Town Brown Elk 
Ghillie 











HAND MADE SHOE HORNS 
“No-Bend” Shoe Horn 


Hand Made by First Class Saddlers. 
26" long—in plastic and leather. 
Plastic in three colors: White, Red, 
Blue. Leather Saddle Pigskin. 





“ay 
Useful and most interesting for display. 
For more detailed information, write to 


MICHELE FONTICOLI 


333 West 85th Street New York 24, N. Y. 
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Co-ordinates Store Ads 
With Maker’s Campaign 


INDIANAPOLIS—Clyde Willian, fash- 
ion merchandise manager of L. S. Ayres 
downstairs store in Indianapolis, is a 


t 
‘ 





CLYDE WILLIAN 


firm believer in the type of promotion 
that ties in consistently with the na- 
tional advertising of the manufacturer. 
The Ayres downstairs store now has 
in operation a recently formulated plan 
which is described by Mr. Willian as 
“the most successful that we have de- 
veloped in 23 years of merchandising.” 

In explaining the program used, Mr. 
Willian said: “At the beginning of each 
season we hold six consecutive meetings 
in our shoe department, stressing an 
educational program which enables our 
salespeople to present the fashion and 
selling features of the footwear in an 
emphatic and intelligent manner.” Thus, 
the campaign gets off on the right foot, 
with a well-informed and enthusiastic 
sales force behind it, a factor which 
Mr. Willian considers one of the most 


important elements in the success of any 
sales venture. 

Backing up the sales force and sup- 
plementing their efforts, Ayres down- 
stairs store recently planned an elabo- 
rate promotional program on American 
Girl shoes. This line appeared consis- 
tently in downstairs fashion ads 
throughout the year. Some local adver- 
tising was prepared to tie in with the 
national campaign of the American 
Girl Shoe Company. 

“For our operations we plan a basic 
stock with a depth on both staple and 
style shoes, and we plan to promote 
fashion shoes as a group, with a solo 
thought, such as color, type or material 
emphasized in our promotion. 

“Briefly, our past success and our 
future expectations involve three fac- 
tors: First, the right merchandise ai 
the right price at the right time; second, 
the thorough training and inspection of 
the sales force in regard to this line, 
and third, the timely promotion of these 
shoes, backed by national advertising in 
co-ordination with our own.” 


Reports Desperate Shoe 
Need in Europe 


TORONTO, CANADA — The need for 
shoes in Europe is so great that the 
principal of a school in Austria forbade 
his pupils to play football because it 
wore out shoes. This was reported in a 
letter from Shirley Washer, Canadian 
Save the Children Fund representative 
in Europe. 

“In a school in Hungary, out of 150 
children, only three had shoes,” she 
wrote. “Often children are unable te 
get to the supplementary feeding sta- 
tions for the meals they need so much, 
because they have no shoes.” 





Jordan Marsh Display Features Baby Shoes 


mutt > OF BROGAND 





During a recent promotion of Buntees of Brogandi, Jordan Marsh Company, of 
Boston, featured them in the department display illustrated above. The theme of 
the display was token from a Brogandi advertisement which John R. Evans and 
Company, who make this leather, ran in shoe trade publications. Shoes were made 
by R. V. Potvin Company, Brockton. Newspaper advertising of Buntees featured 
the design of the shoes and the leather of which they are made, emphasizing the 
fact that it is light, soft and supple, but not stretchy, and thus gives the gentie 


firmness that a baby shoe should heve. 


Boot and Shoe Recerder 





moc’ aa. 


oOo 
_. bao 


crwmoc 


meio oa reoo Tm 


ooaarso mae 


— te ow hed et et er 


—~ — a és om) 


Y = 





D- 


i- 


3- 


<7 
e 


5 Ho OO RO o 


“ese Ce 








A NEW LINE OF FOOT APPLIANCES 


Designed to give the dealer a professional 
type appliance that will bring him a 


longer margin of profit 


Let us show you how a $50.00 stock of our 
supports backed up by weekly size-ins can 
show a profit of over $1000.00 a year on ten 
sales a week. 


Write today for small run of sizes or for owr catalog 


1616 LAVACA Sr. 


AUSTIN TEXAS 








Herbert N. Lape, Sr., chairman of 
the board of the Julian & Kokenge Co., 
Columbus, O., shoe manufacturers, has 
been re-elected for his fifth consecutive 
term as president of the Columbus 
Chamber of Commerce. It was the 
first time in the 63 years’ history of 
the Chamber that a president had been 
elected to more than four terms. 

. 7 . 

LeRoy Bergen, superintendent of the 
U. S. Shoe Corp. plant in Greenfield, 
O., is a new member of the Greenfield 
Board of Public Affairs, appointed by 
Mayor W. F. Woodmansee to serve an 
unexpired term. 

. * 7 

Harvey L. Farr, head of Farr Bros. 
Shoe Stores and president of Park & 
Shop, Inc., recently organized by a 
group of merchants to provide parking 
facilities for patrons, has been invited 
to explain the plan at the U. S. Cham- 
ber of Commerce’s conference on urban 
problems Sept. 11-12 in Washington, 
D. C. 

7 > > 

Selig Frohmann has sold his shoe 
store at 88-06 Boulevard, Rockaway 
Beach, N. Y., to Max Goldman & Son, 
of 53 Walker St., N.Y.C. Mr. Froh- 
mann’s family had been in the retail 
shoe business for 81 years in the vi- 
cinity of New York City. His recent 
action was taken because of ill health. 

7 > * 

S. P. McClanahan is now represent- 
ing the Municipal Shoe Company of 
Brooklyn, with headquarters in Room 
1205, Haas Building, Los Angeles, Cal. 
He will concentrate on the large oper- 
ators in the Denver West territory. 
McClanahan was previously with the 
Interstate Shoe Co. 

> 7 > 

Joseph G. Ross has been named West 
Coast representative for the Franklin 
Shoe Company of Boston and the Jay 
& Jay Shoe Manufacturing Company, 
who make children’s compo welts. Ross 
had had considerable merchandising ex- 
perience in Chicago. His headquarters 
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About Shoe People 


are in the Haas Building, room 406, Los 
Angeles, Cal. 
> 7 > 
E. James Smedley was _ recently 
named West Coast representative for 
the Charles A. Eaton Co., Brockton, 
Mass. He will make his headquarters 
in Oakland, Cal., and will be handling 
the firm’s well-known line of Etonic 
arch shoes for men. Smedley has had 
a wealth of previous experience in the 
retail field. 
> > > 
Robert Goldstein, president of the 
Plymouth and the Leonard & Barrows 
Shoe Companies, of Middlboro, Mass., 





ROBERT GOLDSTEIN 


was recently given a bronze plaque by 
the employees of the factory as a token 
of appreciation for his efforts to im- 
prove working conditions in the plant. 
The plaque, signed by the Leonard & 
Barrows Employees’ Benefit Associa- 
tion and the Plymouth Employees’ 
Benefit Association, was inscribed 
as follows: “Presented to Robert Gold- 
stein, in appreciation of his continuous 
efforts to bring about better working 
conditions and for his sincere desire to 
promote and improve the existent happy 
relationship between labor and manage- 
ment in our factories.” 
7 . > 

Harold Simkin has been named sales 

manager of the Dependable Slipper and 





Shoe Manufacturering Co., Ltd., Mon- 
treal, and also of Hengo Welts Ltd., of 
the same city. 

> > > 

Kivie Kaplan of the Colonial Tanning 

Co., reports that J. Newmark & Son, of 
450 Fourth Avenue, New York City, are 
now representing Colonial’s several di- 
visions in the bag and belt trade in 
the New York area. Bill and Nat New- 
mark have been in Boston several times 
going over various matters. 

. > > 


A. E. Nettleton Co. has made known 
the appointment of Ray Smith as man- 
ager of the Nettleton shoe department 
at Mullett-Kelly Co., Salt Lake City. 
He succeeds Ed Byck who died of a 
heart attack in April. The company 
has also appointed H. L. Blease as man- 
ager of the Nettleton department at 
Zachry’s, Atlanta, Ga., succeeding Paul 
T. Ballinger. 

7 > > 

John Heckler, secretary-treasurer of 
Altier & Heckler Corporation, shoe 
retailers in Rochester, N. Y., has been 
chosen first vice president of the Bulls 
Head Business Men’s Association. The 
Bulls Head is a shopping area on the 
West Side of the city. 


Chester Perkins of Frederick, Okla., 
and Max Kennemer of Guthrie, Okla., 
have purchased the Earnest Bros. shoe 
store in Guthrie, Okla. 


Joseph Sullivan has been promoted to 
buyer of casual, orthopedic and fashion 
shoes, of the William Hengerer Co., 
Buffalo. He succeeds Max Marshak 
who is returning to Stix, Baer and Ful- 
ler, St. Louis. Mr. Sullivan formerly 
was store manager for the Nisley Shoe 
Company in Minneapolis and Erie, Pa. 
He came to Hengerer’s as Budget Shoe 
Buyer and General Assistant in the 
Upstairs Shoe Departments. Later he 
was transferred to buyer of Budget and 
Downstairs Store Shoes. 
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No. 952 
Black Kid 


Nurses’ Oxford 
Sizes 4-10 AA-EE 


Immediate 


| 
IN STOCK | 
Delivery | 













Sizes 4-10 AAA-EEE 
(No EE) 


BARIS SHOE COMPANY 


79 Reade Street New York, N. Y. 

















WORK SHOES 
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Men's Steel Toe Safety Shoes 
Men's Popular Priced Work Shoes 


Union Made 


GOODWILL SHOE COMPANY 
Holliston, Massachusetts 
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Flexible arch sup- 
ports $18.00 per | 
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bottom. Perfect 
profits. Also complete line of “it ane. = 
supports and shoe corrections. Write catalog. ” 
A. L. SCHENK ORTHOPEDIC LAB. 
1024 W. 7th St. Los Angeles 14, Calif 
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“Juvenile Bootery” Opened 


Los ANGELES, CaAL.—Specializing m 
properly fitting children, Kay’s Juvenile 
Bootery, 5375 Wilshire Blvd., was open- 
ed recently. The modern, fully- 
equipped store is designed and deco- 
rated to appeal to youngsters, with the 
walls bearing gay, brightly colored 
murals of favorite Mother Goose 
stories and characters. 

The store is owned and operated by 
Harry S. Kay, previously in the retail 
shoe business in Tacoma, Wash. The 
store is managed by Rudy Leibert, 
formerly in the retail shoe business in 
St. Louis. 





Specialty Store Adds 
Shoe Department 


HARLINGEN, TEX. — A shoe depart- 
ment has been added to the newly re- 
modeled Parisian store here. The store 
features ladies’ and children’s ready to 
wear. 

Formal opening of the enlarged store 
was held recently. New fixtures and a 
system of fluorescent lighting combine 
with a 50-foot glass front and air con- 
ditioning to make the store completely 
modern. The sales force has been in- 
creased from eight to 24, Mrs. Adele 
Norton, manager, revealed. 

Comfortable chairs, upholstered in 
cream leather, have been installed in the 
shoe department. Medium priced shoes 
for women and children will be stocked, 
T. F. Gleaton, shoe department man- 
ager, has announced. 





Closes for Remodeling 


Cu1caGco, ILt.—Closed for an indefi- 
nite period—indefinite at least as far 
as the public knows—is Florsheim’s 
Salon for Women at 41 Wabash Ave., 
Chicago. Plans are underway for a 
very larger space with many new lay- 
outs and devices to give the customer 
greater comfort and ease in a setting 
of ultra-smart decors. 





The New Look 
[CONTINUED FROM PAGE 63] 


for more formal daytime wear, and a 
really high heel for evening; they be- 
lieve that heels must never be less than 
an inch in height. 

It is important to note that even 
casual clothes will be richer, more gentle 
and feminine for Fall; there is much 
talk of “tweeds for town.” Therefore, 
tailored shoes will be richer in color and 
leather, more formal in style. 

The fashion industry as a whole has 
been casting about for a new “look” to 
follow wartime styles for several sea- 
sons now, and going to extremes in the 
effort. As many ideas have been tested 
and many rejected, there has evolved 
this flatteringly feminine silhouette 
which seems to have it at last—the reai- 
ly new look. 
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“Outdor-ees” 


No. 1730 
Allover Black 
Suede 
14.8 wedge heel 











$ 200 


@ NET—30 days—FOB Chicago 


Oak Leather Soles—Sizes: AA 6 to 9, 
B 4'/, to 9—IMMEDIATE DELIVERY 








Casuals + Sport Shoes - Slippers 


WILLIAM COHAN 
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MEN'S ROMEOS 
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MAGNETIC POWER 
Behind These Items! 


Draw In Trade 
With These 
Leaders 







Men's Black and Grown Romeos With Smooth 
Soft Leather Uppers, Fully Lined, Leather 
Packed 36 prs. te a case, Sizes 6/11 & 7/12 


@ $1.50 a or. 
op Grade Men's Biack and Grown Romees 
With Quality Oak 24 or 


36 prs. te a case, Sizes 6/1! & 7/12 @ $2.50 


* Forms: Net 30 days F.0.8. Pgh., Po. 
ARLYNN SHOE CO. 


902 Fifth Ave. . Pittsburgh 19. Pa 
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News of the Salesmtnt aii Syydliers 


National L & S Finders 
Elect Officers at Convention 


PITTSBURGH, PA.—More than 500 rep- 
resentatives of the shoe findings trade— 
manufacturers, tanners, distributors 
and finders (wholesalers) of goods used 





PAUL K. FERREE 


by or sold through shoe service shops 
throughout the United States—attended 
the four-day 42nd Annual Convention of 
the National Leather and Shoe Finders 
Association at the Hotel William Penn, 
Pittsburgh, June 9-12. 

The convention included six forum 
discussions of distribution problems and 
ended with a banquet and bal! in the 
Grand Ballroom of the hotel. 

A high spot in the proceedings was 
the appearance on June 12th of Earl 
Bunting, President of the National 
Association of Manufacturers, as a 
member of a 7-man panel on the Manu- 
facturers’ responsibility to his wholesale 
and retail customers. Mr. Bunting, 
President of the O’Sullivan Rubber Cor- 
poration of Winchester, Va., is a mem- 
ber of the Association’s Industry Ad- 
visory Committee. 

Paul K. Ferree of the Bolton Leather 
Co., Knoxville, Tenn., was elected Presi- 
dent for the 1947-48 term. He succeeds 
Norman P. Shaffer of Chicago, Ill. Mr. 
Ferree served on the Board of Directors 
and the Executive Committee of the 
Association for the 1946-47 term. 

Archbold R. Jones, P. Mayer Leather 
Co., Pueblo, Colo., was elected Vice- 
President and Chairman of the Board; 
E. J. Schmidt, Chicago, Ill, Trea- 
surer; S. P. Earhart, Moore-Ear- 
hart Leather Co., Bristol, Va., Record- 
ing Secretary. 
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Huntley N. Spaulding 
Honored by State 


KEENE, N. H.—Huntley N. Spaulding 
of Rochester, head of the Spaulding 
Fibre Co., Inc., manufacturer of shoe 
counters; president of the International 
Leather Co. and former governor of 
New Hampshire, was presented one of 
the State Board of Education’s newly 
inaugurated “exceptional service” cita- 
tions at commencement exercises at 
Keene Teachers’ College, recently. 

Mr. Spaulding, who has not only 
served as chairman of the state educa- 
tion board, but has made large gifts of 
money to schools and colleges in this 
state and Massachusetts, was praised 
in the citation for his “long continued 
outstanding leadership.” 


Sewanee Shoe Co. Name 
Changed to Fortunet 


NASHVILLE, TENN.—The name of 
Sewanee Shoe Company, Nashville, a 
division of General Shoe Corporation, 
has been changed to Fortunet, effective 
immediately. The name of the division 
hereafter will correspond to that of its 
well known product, Fortunet shoes for 
women. 

C. W. Butler, a vice-president of Gen- 
eral Shoe Corp. is serving as temporary 
sales manager, with Charles R. Guthrie 
as assistant. Ray J. McGinty, former- 
ly sales manager for Sewanee, has been 
transfered to the Richland-Davidson 
men’s division of General Shoe Corpo- 
ration in a sales capacity. 





Freeman 20 Year Club Gains New Members 





R. E. Freeman (left), chairman of the board of the Freeman Shoe Corporation, 
and Harvey Carey, president, stand beside the six-tiered cake commemorating the 
26th yeor of the firm, at the annual dinner of the Twenty Yeoer Club recently in 
Beloit. Fourteen new members were inducted at the dinner. 


Be.oit, Wis. — Fourteen new mem- 
bers were welcomed and initiated into 
the ranks of the Twenty Year Club of 
the Freeman Shoe Corporation, at its 
annual party, recently, here. The new 
members increased the club’s roster to 
138. Gifts totaling $7,256 were dis- 
tributed to them during the evening. 
Twenty of the guests are charter mem- 
bers of the club and original members 
of the company’s staff, since its forma- 
tion in 1921. 


In an opening talk, Mr. Freeman paid 
tribute to the two club members who 
died during the past year—Pear! Spicer 
and H. C. Freeman, co-founder. 

New members of the Twenty Year 
Club are Arthur Short, Josephine Stick- 
ler, Fred Treptow, Horace Hoadley, 
David Bliss, Mary Wilkins, Leona 
Strom, Delbert Petitt, Lillian Prindle, 
Maybelle Klingberg, Bertha Large, Clif- 
ford Loomis, Willis Monahan, and Ger- 
trude Ostlund. 











Join Sales Force 
Of Johnston & Murphy 


New YorRK—Elmo S. Onstad and Paul 
W. Stiegler have been recently appoint- 
ed to the sales organization of Johnston 





ELMO S. ONSTAD 


& Murphy, here. Mr. Onstad will rep- 
resent the firm in the South and Mr. 
Stiegler will merchandise the company’s 
shoes in the Northeastern states. 

Mr. Onstad was for several years 
men’s shoe buyer for the Hastings 
Clothing Company in San Francisco and 





PAUL W. STIEGLER 


Oakland and previously connected with 
the retail shoe business. Mr. Stiegler 
was formerly associated wtih the United 
States Rubber Company as policy ad- 
ministrator and prior to that as sales 
representative in eastern territories. 





Dixie Leather Elects Officers 


WORCESTER, Mass.— At the stock- 
holders’ meeting held recently, the 
Dixie Leather Corporation, a sub- 
sidiary of Graton & Knight Company, 
elected the following officers and di- 
rectors: Arthur A. Williams, presi- 
dent; David S. Williams, vice-presi- 
dent; J. Laurence Doyle, clerk; George 
W. Colburn, treasurer; directors: Ar- 
thur A. Williams, David S. Williams, 
Robert S. Swain, J. Laurence Doyle. 
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Conar Associates 
Expand Shoe Department 


New YorK.—Conar Associates, Inc., 
with offices and display rooms now at 
its new home, the new Griffin Building, 
at 85 Franklin Street, here, for the 
last 6 months, has expanded its shoe de- 
partment because of the greater vol- 
ume of business. 

Murray D. Strauss, manager of this 
department, initiated the expansion. 
The organization is devoted to “finding 
sources of supply for the buyers” and 
“buyers for the sources of supply,” 
with no charge to the retail merchant. 





Made Shoe Design Instructor 
At Washington University 


St. Louts, Mo.—Hugh M. Crull, head 
stylist for the Roberts, Johnson and 
Rand, Friedman Shelby and Peters di- 





HUGH M. CRULL 


visions of the International Shoe Co. 
has been appointed shoe design instruc- 
tor for the shoe design class of the 
Washington University School of Fine 
Arts. 

With the Internationa! Shoe Co. for 
19 years Mr. Crull will continue to 
head the styling department as his 
duties as shoe design instructor will 
require only a part of one day a week. 





Production Method Changed 
By Morris Wolock & Co. 


New York — All footwear produced 
by Morris Wolock & Co. will be Compo 
instead of the California process which 
has been used since the Wolock factory 
opened three years ago, it has been an- 
nounced by Mr. Wolock, head of the 
firm, who reports the change in con- 
struction has taken four months be- 
cause of the new machinery, lasts, dies 
and all the equipment required in the 
making of Compo footwear. 

Morris Wolock, winner of a Fashion 
Critics Award in 1946, is well known 
as a style creator, having originated 
many shoe designs, including the “Pou- 
flat,” the closed-open toe shoe which has 
inspired many designs for Fall, 1947. 


S. F. Ford Joins 
Stetson Sales Staff 


SouTH WEYMOUTH, Mass.—The Stet- 
son Shoe Company, here, recently an- 
nounced the appointment of S. F. Ford 





S. F. FORD 


as their new Middle- and South West- 
ern representative. He will handle the 
Stetson, Arnold and Banister lines of 
quality men’s shoes in that area. 

Formerly with the men’s division of 
the Brown Shoe Company, Mr. Ford 
has behind him thirteen years of sell- 
ing in this part of the country. 


Made Sales Manager and 
Stylist Of Sharon Shoes 


New YorkK—Harold J. Krasner has 
been appointed sales manager, stylist 





HAROLD J. KRASNER 


and publicity director for the Sharon 
Shoe Corporation, 114 Greene street, 
here, by its board of directors, it has 
been announced. The Sharon Shoe Cor- 
poration specializes in the manufacture 
of compo shoes for children. 

Mr. Krasner will continue to repre- 
sent other manufacturers of men’s, 
women’s and children’s footwear, oper- 
ating an office in the Marbridge Build- 
ing in New York and in the Haas Build- 
ing, Los Angeles. Mr. Krasner recently 
purchased an interest in the Sharon 
Shoe Corporation. 
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William E. Morgan Heads 
Pittsburgh Auto Club 


PrrTsBuRGH, Pa.—William E. Morgan 
president of the C. A. Verner Co., fa- 
mous Pittsburgh retail shoe firm, has 
been elected president of the Automobi'e 
Club of Pittsburgh, succeeding H. Lee 
Mason, Jr., who held the office continu- 
ously for 36 years. 


WILLIAM E. MORGAN 


The Automobile Club of Pittsburgh 


| has a membership of 20,000 and is re- 


garded as one of the most successful or- 
ganizations of its kind in the country. 

Mr. Morgan is also president of the 
Pittsburgh Shoe Retailers Association, | 
second vice president of the Middle 
Atlantic Shoe Retailers Association, a 
director of the National Shoe Retailers 
Association and active in various other 
business groups, including the Pitts- 
burgh Chamber of Commerce. 


E-J Plants Visited by 
St. Louis Personnel 


Enpicotr, N. Y.—Traveling by spe- 
cial train, 83 sales representatives and 
members of the office personnel of the 
St. Louis Division of the Endicott-John- 
son Corporation, arrived recently in this 
city for a four-day tour of E-J plants 
and tanneries designed to give them 
first-hand knowledge of shoemaking and 
tanning processes. 

This delegation, representing the 
largest in-stock distributing unit of the 
company, arrived June 23 and left for 
home June 26. It was the first time in 
24 years that district-office personnel 
had visited the home office and manu- 
facturing plants. 


A feature of the four-day visit was a | 
dinner for the group at the IBM Home- | 
stead at which they heard speeches by | 
Charles F. Johnson, Jr., vice president | 
and general manager; Lawrence Merle, 
second vice president and general sales 
manager; Bruce L. Babcock, treasurer; 
and Howard A. Swartwood, secretary | 
and legal counsel. 
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Goodrich Appoints Two Men 
To Shoe Products Division 


Melhado Will Resign as Sales 
Manager of Thomasetti’s 

Str. Louis, Mo.—Phil Melhado, sales 
manager of Thomasetti’s Shoe, Inc., 
here, has announced that he will re- 
sign his position in July. Mr. Melhado 
was formerly vice-president and west- 


AKRON, O.—Two appointments in the 
Shoe Products Sales division of The B. 
F. Goodrich Company are announced by 
J. H. Stackhouse, manager of repair 
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R. C. SCHOENBECK 


R. C. Schoenbeck has been placed in 
charge of jobber sales in the territory 
west of the Mississippi River. His 
headquarters will be Akron, Ohio; and 
John H. Lyons has been named manager 
of the Chicago branch of repair trade 
sales. 

Schoenbeck comes to his new post 
after serving as manager of the St. 
Louis branch since 1945. He started his 
company career as a salesman in the 
heel and sole division in Cleveland in 
1926, later served in the same capacity 
in the Detroit and Los Angeles districts. 

Lyons goes to his new post, where he 
will direct repair trade sales in north- 
ern Illinois and Indiana, Wisconsin, five 
counties in Missouri, eight in Michigan 


| and 24 in Iowa, after serving as district 


manager in Los Angeles since 1930. He 
has been with the company since 1926. 





Beadenkopf Leather 


Incorporates 


WILMINGTON, DeEL.—The Beadenkopf 
Leather Company, tanners of kid leather 
since 1869, announce the incorporation 
of Beadenkopf Leather, Inc., with of- 
fices at 30 South street, Boston, to serve 
us the exclusive New England sales rep- 
resentative of the parent company. 
Beadenkopf Leather, Inc., formerly 
known as E. D. Brooks Co., will be in 
charge of Arthur T. Devlin, assisted by 
Harry B. Hoppin and Timothy A. 
Devlin. 





| Producing New Line 


Los ANGELES, CAL.—The Brief Shoe 


| Company, now located at 217% S. 


Spring St., is in full production of a 
new line of California shoes in the 
$6.95 to $10.95 retail price bracket. 


ern manager of Creative Footwear; 
and is a director of the St. Louis Shoe 
& Allied Trades Association and a 
member of the St. Louis Shoe Mfgrs. 
Association. 

Mr. Melhado will announce his fu- 
ture plans after an extended vacation. 


Palizzio Opens 
West Coast Office 


New York.—Palizzio, Inc., here, has 
announced the opening of an office in 
the Haas Buiiding, Los Angeles, to ad- 
ditionally serve West Coast customers 
of shoes, matching handbags and 
leather accessories. M. A. Gordon will 
represent the firm in the new office, 
suite 914 and 915. 

Mr. Gordon also represents Palizzio 
in the Pacific Coast and Rocky Moun- 
tain areas. 








Crescent Shoe Co. Adds 
Two Salesmen 


New York.—The Crescent Shoe 
Company, 132 Duane Street, here, has 
announced the addition of two sales- 
men to its sales organization. They 
are: S. O. Morgan, of Edgefield, S. 
Carolina, who will cover North and 
South Carolina, Florida, Georgia and 
Alabama; and Morton Sokol, of Cleve- 
land, Ohio, who will represent the firm 
in the state of Ohio. 





Appointed Ad Manager 
Of Nettleton 


Syracuse, N. Y.—Russell E. Me- 
Lean has been appointed advertising 
manager of A. E. Nettleton Co., suc- 
ceeding Arnold T. Bowden. Mr. Mc- 
Lean, formerly associated with W. H. 
H. Chamberlin, Inc., an advertising and 
printing organization, also serves as 
a member of the faculty of the School 
of Journalism, Syracuse University, 
where he teaches advertising produc- 
tion. 





Chain Firm Doubles Office 
And Warehouse Space 


St. Louis, Mo.—With the location of 
their offices and warehouse at 2028 
Washington Ave., Lee’s Shoe Stores, 
Inc., a family shoe store chain organi- 
zation, will have approximately twice 
the floor space they occupied at the 
former location in the 1300 block on 
Washington Ave. 

In the new loeation the firm occupies 
15,000 square feet on the sixth floor of 
a building owned by Emerson Electric 
Co. 
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New Salesmen Appointed To 
Stewart-Romero Boot Co. 


Los ANGELES, CAL.—The Stewart- 
Romero Boot Co., 1602 W. Temple 
Street, recently announced the appoint- 
ments of the following sales represen- 
tatives: John Sutherland, New York 
City and vicinity; Frank T. Mission, 
Eastern Seaboard States; Leonard 
Manley, Midwestern States; Hayes 
Redmond, North Central States; Cecil 
Norris and Lee Potter, Pacific North- 
west, and Jess Smith, covering Cali- 
fornia, Nevada, Arizona, and New 
Mexico territory. 


Made Representative For 
Pacific Shoe 


Los ANGELES, CaL.—Jay S. Greene 
is now West Coast representative for 
the Pacific Shoe Co., San Francisco. 
He will also handle the “Mar-Ann” line 
of conventional heels for the Monomac 
Shoe Co., Inc., Haverhill, Mass., on the 
Coast. 

Greene was previously with the 
Thomasetti Shoe Co., Sedalia, Mo., con- 
centrating on the Denver West terri- 
tory for them, and was at one time 
with Saks Fifth Avenue, Beverly Hills, 
Cal. He will make his headquarters in 
the Haas Building, Los Angeles. 


Appointed Advertising 


Manager 

Cuicaco, Int.—J. I. Adler, president 
of the Adler-Jones Company, designers 
and manufacturers of window and in- 





H. B. ROTKIN 


terior displays, at 521 S. Wabash Ave- 
nue, here, has announced the appoint- 
ment of H. B. Rotkin as manager of ad- 
vertising and sales promotion. 

Mr. Rotkin comes to Adler-Jones 
after three years as direct-mail promo- 
tion manager of Esquire and Coronet 
magazines. Before that he was adver- 


tising manager of the Graver-Dearborn 
Corporation for four years. He is a 
veteran of the United States Navy. 





U. S. Rubber Makes Klein Sales 


Co. Southern Heel-Sole Agents 


New Yorx.—The Klein Sales Com- 
pany of St. Louis, Mo., has been ap- 
pointed by United States Rubber Com- 
pany as southern sales agent of soles 
and heels, according to an announce- 
ment by A. C. Grimley, sales manager 
of the rubber company’s shoe products 
department. 

The organization, headed by William 
Klein, Lester Klein, Wilbert Levy and 
Lester Bush, will handle the sale of 
shoe products to the repair trade in 
Missouri, Oklahoma, Texas, Arkansas, 
Louisiana, Mississippi, Tennessee, 
Georgia, Alabama, Florida and the 
Carolinas, 

Mr. Grimley also announced the ap- 
pointment of Russell R. Smith of 
Elyria, Ohio, well-known salesman of 
heels and soles, as U. S. Rubber Com- 
pany’s representative in Ohio. 





Made Sales Director 


New York—Norman L. Flewwellin 
has been appointed director of sales for 
the Atlantic Tubing & Ribber Company 
and the Imperial Chemical & Plastics 
Corporation, it was announced recently. 
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complete books ever written on the 
subject of Anatomy, Deformities and Treatment of the Foot. 
Although it is scientific to the highest , it is so written 
and illustrated that any layman can digest it and put 
its teachings into daily practice. 
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Permission Given to 
Build Factory 


WASHINGTON—The Review Commit- 
tee of the Office of the Housing Ex- 
pediter has granted authorization to the 
Vandalia Shoe Factory Committee, 
Vandalia, Mo., to construct a sole-cut- 
ting plant in that city at an estimated 
cost of $122,000. 

The new facility will cut soles for 
the Vandalia plant of the International! 
Shoe Co. Approval of the building ap- 
plication was granted on the basis of re- 
lieving unemployment among industrial 
workers. When completed, the plant 
will provide employment for 250 work- 
ers, the Committee said. 
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Curtis Brings Out Two-Year 
Study on Market Areas 


New YorkK—A comprehensive new 
study of the national market for shop- 
ping lines has just been published by 
the Research Department of The Curtis 
Publishing Company. 

A marketing tool resulting from 
nearly two years of effort, the study 
consists of a map outlining the 498 
market areas in the United States, and 
a companion booklet containing statis- 
tics which measure the value of each 
of the market areas as a part of the 
national market. The purpose of the 
study is to help solve some of the dis- 
tribution problems of manufacturers 
of shopping line products. 

Entitled “Market Areas for Shop- 
ping Lines,” the report defines shop- 
ping line products as those for which 
a purchaser shops around and com- 
pares price and quality before buying. 
These items account for about 80 per 
cent of the sales in the average depart- 
ment store. 

Donald M. Hobart, manager of the 
Research Department, points out in a 
foreword that the study is designed to 
help manufacturers and national dis- 
tributors do the following: (1) Mea- 
sure the purchasing power of an area 
as it applies to shopping line sales. (2) 
Determine the most profitable distribu- 
tion of advertising expenditures. (3) 
Establish sales quotas. (4) Allocate 
sales territories. (5) Measure the ef- 
fectiveness of retail outlets in an area 
in meeting the needs of that area. (6) 
Compare the value of the territory sur- 
rounding a center with that of the cen- 
ter itself as a source of shopping line 
purchases. 

The 498 market areas outlined on the 
approximately four-by-six-foot map are 
each made up of a market center sur- 
rounded by a county or cluster of coun- 
ties from which that center draws the 
greater portion of its shopping line 
trade. 

In the 98-page report, two new series 
of data are given to compare the value 
of the centers with their surrounding 
areas as a market for shopping lines. 
These series are: (1) Shopping line 
purchases by residents—the value of 
shopping line goods bought by families 
residing in the area. (2) Shopping line 
sales—the value of goods sold by the 
retail outlets in the area. 

For purposes of comparison, the 
tables also give the total number of 
families. 

As an example of what the statistics 
can show, the comparative distribution 
of these three series of data between 
the market centers and their surround- 
ing market areas for the United States 
as a whole may be found in the study. 

In addition, the report presents 
separately indexes of shopping line 
purchases and sales, that is, a table 
showing the per cent each area is of 
the United States total. These in- 
dexes should be valuable in establish- 
ing sales quotas. 
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Canadian Leather Co. Reports 
Little Change in °46 Profits 


MONTREAL, CANADA. — The annual 
report of Davis Leather Co., Ltd., New- 
market, Ontario, for the year ended 
December 31, 1946, showed little change 
in net profit which amounted to $436,- 
341, or $4.36 a share, on class “A” and 
$1.82 on class B, compared with 1945 
net of $433,288, or $4.33, on class “A” 
shares and $1.81 on class B. 

Operating earnings were sharply 
higher at $485,378, against $350,290, 
while income from dividends was off 
moderately at $85,399. After taxes of 
$208,500, against $152,000 and pro- 
viding $25,000 as a pension nucleus, 
net results were shown as above. 

Shortage of raw materials limited 
volume to about 80 per cent of capacity 
but in December the rate was increased 
to 90 per cent and at present is near 
capacity on a one-shift basis. 





To Remodel 


GREENVILLE, S. C. — Cannon Shoe 
Company, 110, 112 and 114 North Main 
Street, has obtained a permit from City 
Building Inspector L. D. Allison to 
repair and remodel at a cost of $15,412. 
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“PATOMAC" | 
Machine Sewn MOCCASINS | 
M205 Women’s Brown @ $2.25 per pair | 
M215 Boys’ Brown @ 2.25 
M225 Men's Brown @ 2.35 
"PATAPSCO”" 

Hand Sewn MOCCASINS 


M335 Women’s Retan 4 $3.00 per pair | 
M345 Boys’ Retan 3.00 
M355 Men's Retan ° hee «a 


Wholescle Distributors 


P. H. VOLK & Co.) 


2-4 W. LOMBARD ST., BALTIMORE, MD. | 





Heads Butler Brothers 
Footwear Division 


Cxuicaco, ILt.—Harry C. Isaacs, for- 
mer manager of Brands and Packaging 
of Butler Brothers, has been trans- 
ferred as of July 1 to New York to 
bead the company’s Footwear Division 
under the direction of W. L. Smith, Di- 
rector of Fashions. 

Following his graduation from Har- 
vard University, Mr. Isaacs joined But- 
ler Brothers in 1936 in New York. He 
was transferred to Chicago in 1942. 





Cobbler’s Order Through 
Sept. Remain at Same Price 


Los ANGELES—To clarify any doubt 
in the mind of their customers created 
by the latest price advances on the 
leather market and in response to many 
inquiries received, Cobblers, Inc., here, 
has announced that they will deliver all 
orders taken for July, August and Sep- 
tember at the original prices at which 
these orders were taken. 

According to Walter Braun, presi- 
dent of Cobblers, Inc., the firm’s present 
wholesale prices are allowing for the 
full customary dealer mark-up. 
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Allied Products Show Precedes 


September Style Events 

New York—Preceding the opening 
of American Leathers for Spring by 
the Tanners’ Council of America and 
the Style Conference of the National 
Shoe Retailers Association, both to be 
held in the Waldorf-Astoria, here, on 
Sept. 4 and 5, the 13th Semi-annual 
Allied Shoe Products and Style Exhibit 
will set the pace in advance Spring sea- 
son planning Sept. 3-5, at the Belmont 
Plaza and the Commodore Hotels. 

As in the past, the Allied Products 
Show will include leading firms pro- 
ducing styles, fabrics, lasts, soling ma- 
terials, procuts, processes, ornamenta- 
tions and other related shoe products 
made from materials other than 
leather. 

The limited space available makes it 
urgent for those planning to show lines 
to file applications for exhibit space 
without delay. Reservations for space 
are now being accepted by: C. R. Heyde, 
c/o Allied Show, 5611 Whitby Avenue, 
Philadelphia 43, Pa. 





Mendelson Now with 


Mar-Len Shoe Co. 


New York—Mar-Len Shoe Co. hus 
announced the appointment of Henry 
Mendelson to organize and direct styl- 
ing, promotion and sales of a new brand- 
ed line of women’s quality fashion shoes 
to be introduced by the company. The 
brand name has not yet been selected 
though several are being tested for con- 
sumer and trade reaction. 

Mr. Mendelson is widely known in the 
shoe industry through his former con- 
nections as sales manager for Made- 
moiselle Shoes by Carlisle, and as as- 
sistant sales manager for I. Miller & 
Sons. Associated with Mr. Mendelsor 
in his new position will be Herman 
Shapiro, formerly sales manager of the 
Fox Chase Knitting Mills, an I. Miller 
subsidiary. 





Transfers Headquarters 
Nearer to Sales Territory 

Cuicaco, ILL.—As part of an expan- 
sion and reorganization of the sales 
force of Johnston & Murphy Shoes, N. 
Baird Hart has been transferred from 
the New York office of the firm to Chi- 
cago, where he will continue to serve 
the mid-West territory, as he has for 
the past 12 years. The territory in- 
cludes the area between Pittsburgh 
and Minneapolis and south to Louis- 
ville, Ky. 

Mr. Hart will operate from his home 
at 1080 South Kirk Avenue, Yorkfield, 
Ill, which is located 16 miles from 
Chicago. 

Mr. Hart has been associated with 
J & M for 20 years, with the exception 
of an interval during the war when he 
served in the Navy. 


we 


ee 


WORK SHOES 














‘ 
You've got to See it 
to Believe it 





We'll send you a stock pair 
for your Inspection 


$9.40 


Men's 
Sizes 6 to 12 
#8435 



























Correction 


In the Dr. A. Posner Shoe Company 
advertisement which appeared on page 
139 of the June 15 issue and on page 
155 of the May 15 issue of the Boor 
AND SHOE REcORDER, incorrectly gave 
the Pacific Coast office of the firm as 
63 First Street, San Francisco. Dr. A. 
Posner Shoe Company maintains only 
one Pacific Coast office, in Suite 1112 
Haas Building, Los Angeles, Cal. 





Mara Again Heads 
Shoeworkers’ Union 


CINCINNATI, O.—John J. Mara, native 
of Cincinnati, but a resident of Boston 
since first elected to national office of 
the Boot & Shoe Workers Union, was re- 
elected to the presidency of the interna- 
tional union for his fifth term at the 
close of the 19th convention held here re- 
cently. 
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Classified and Vial Mls 








SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 








SHOE SALESMEN WANTED 


Manufacturer of MEN’S AND BOYS’ 


DRESS 


GOODYEAR WELTS and WORK SHOES wants 
experienced salesmen in several territories to devote 
their time EXCLUSIVELY to these Lines carried 
IN STOCK. On basis of reasonable salary and bonus. 
Must be willing to comb territory closely, including 


small towns. Starting August Ist. 


Territories will be 


assigned on basis of experience, references and infor- 


mation in your reply. 





2 BIG TERRITORIES © 
FOR TWO TOPFLIGHT MEN 
WHO CAN SELL MEN’S SHOES! 


Territory No. 1 covers Iowa, Ne- 
braska, Kansas, Missouri; Terri- 
tory No. 2 covers Louisiana, Mis- 
sissippi, Arkansas. Must be thor- 
oughly experienced. Must know 
intimately the best men’s retail 
shoe accounts in these territories. 
Shoes are beautifully styled, na- 
tionally known, nationally adver- 
tised, 48 superb styles in stock for 
immediate delivery. Compensa- 
tion is open, but sell us com- 
pletely in your first letter. This is 
truly one of those opportunities 
that comes once-in-a-blue-moon, 
Write in full confidence to: 


MR. H. W. BROWN, Sales Manager 


PLYMOUTH SHOE COMPANY 
_ FACTORIES AT MIDDLEBORO, MASS. 











Address: Box 924, care of BOOT & SHOE RECORDER 
ANTED TO BUY SHOE STORE, Geor- 

10 High Street, Boston 10, Mass. Was. ian an Ge ome #832, 

care Boot & Shoe ee 100 East 42nd 


Street, New York 17, N. 




















LONG-RANGE 
OPPORTUNITY 


For Young Men between the ages 
ee ee 2 ee 


tpg SE 


Rubber Footwear Line accepted as 
the leader in its field. New items 
now being added make this line a 
very attractive one excellent 


With good following to carry outstand- 
ing Line of Popular Priced Women’s 
Casuals and Play Types direct from 
factory in following territories: North 
and South Dakota, Kansas, Nebraska, 
Minnesota, Iowa, Ohio, Illinois and 
Indiana. Full time on commission basis. 
Excellent line of fast-selling styles. Can 
be handled exclusively or on non-con- 
flicting basis. Write giving age, expeci- 
ence, territory coverage and references. 
All replies will be held strictly con- 
fidential. 


864, care —_A & & SHOE RECORDER 
10 High Street, Besten 10, Mass. 








pe results obtained. 


Write in confidence outlining expe- 
rience to: 


Bex #863 
Care of BOOT & SHOE RECORDER 
100 East 42nd St.. New York 17 

















We Have ps in Texas 
For experienced Salesman who is interested 
in @ permanent a profitable connection 
to sell a Line af Wennen's Pte Novelty Footwear 
sold oomneny in this territory over twenty 
years. applying, give age and road 
selling experience. 

905, SS BOOT & SHOE papegecs 
100 East 42nd Street, New York 17, 








SALESMEN WANTED 


To handle Well Established Line of 
Children’s, Women’s and Men’s 
SHEARLING SLIPPERS in Soft Soles 
and Pre-Welts. Commission basis. 
Territories open. 

MIDWEST SHOE & SLIPPER MFG. CO. 
1100 W. Washington Bivd., Chicago, Ill 











SALESMEN 


FOR NATIONALLY ADVERTISED 
GOODYEAR LOCKSTITCH 
AND CASUAL TYPE SHOES 


Open Territories: 
New Engiond 
oe New York and surrounding 
cities 
Kentucky, Tennessee 
Nebraska, lowa 
Virginia, West Virginia 


PME New = 


regon 
. Montana, Idaho, Utch, Wyoming 
Address Box 922. care BOOT & SHOE pasegses 
100 East 42nd Street, New York 17, 














CLASSIFIED ADVERTISING RATES 


The rate for gag classified advertising is 10 cents a wo-d under any of our ciassified headings. Minimum rate is $1.80 
When desired, addressed t any of our offices, 12 words must be added for this and charged 


for each insertion 
at the word rate. if advert 


Classified advertising is payabie in aavance. 
wan ate for reguiar advertisers on contract. 
i displayed or boxed in classified 


advertisin 
The rate or 


a box number is 
iser’s own mame and address is usd, count each word (street number is one word) at word rate. 
Send check or money order with your copy. No accounts are opened for ciassified 


advertisements is $7.00 an inch with a maximum of 46 words per inch. 
= abahliianeeate Ser Wile Gens eaaat bite wer tbe Peed Glen 00 dege oonsedne eubonien tens = 





Boot and Shoe Recorder 




















SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 








WANTED 

SALESMAN FOR A COMPLETE LINE OF 
CHILDREN’S SHOES CARRIED IN STOCK 
IN WIDTHS FOR MAINE, NEW HAMPSHIRE, 
AND VERMONT. MAY BE CARRIED AS A 
SIDE LINE 

Address 696, care BOOT & SHOE RECORDER 

10 High Street, Bosten 10, Mass. 











SALESMEN WANTED for Men’s, Women’s 
and Children’s Lines—Countrywi 


tation. Address $737, 
a % 100 East 42nd Street, New York 
v7 B We 





MANUFACTURER'S REPRESENTATIVES 


We have open territories in Wisconsin, 
Michigan, Ilinois, Minnesota, Iowa, 
Ohio. Men now calling on shoe store 
and repair shop trade. Take orders for 
self-adjusting Arch Lift; all territories 
protected. Full commissions paid on 
factory mail orders. 100% repeat. Ex- 
ceptional earnings on 15% commission. 
Write giving experience, territory 
coverage, references. All replies will 
be strictly confident 

Address Box 923, care BOOT & SHOE RECORDER 

208 Seuth State Street, Chicage, Ii. 











Two TRAVELING SALESMEN—One for 
a PL oe ee eS 

te o wi Trogressive House. 
General Line for Men, Women and Children; 
and Tennis Shoes. Men 
must be experienced, steady, and have good 
references. Excellent for Right 
Men. Address #909, care Boot Shoe 
ee, East 42nd Street, New York 





SALESMEN WANTED 


to carry an Outstanding Line of HAND 
SEWN LOAFERS; The Hottest Shoes 
In The Country. Offering instock, fill- 
in service. Several territories in the 
Middle West available. Advise details. 
Address Box 931, care BOOT & SH 

208 So. State Street, —en 








For Well Known Line to carry as Side 
Line, calling on Shoe Stores and De- 
partment Stores; California, Washing- 
ton and Oregon. Write full particulars. 


Address Box 947, care BOOT & SHOE RECORDER 
108 East 42nd Street, New York 17, N. Y. 











W ANTED: SALESMEN WITH EXPERI- 

ENCE to carry Factory Line of Medium 
Priced Women’s Shoes, in all parts of the 
United States. Give detailed information on 
ys previously carried and full references in 

letter. Address #915, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York 17, 





SHOE SALESMEN 


Side Line and Full Time, with a good 
following to sell Infants’ and Chil- 
dren’s Shoes and Slippers; Acquainted 
in the following territories: Tlinois, 
exclusive of Chicago—Indiana, exclo- 
sive of Northern Indiana—and Ken- 
tacky. Michigan and Ohio. Wisconsin, 
Towa and Minnesota. Established Mid- 
western Manufacturer. Satisfactory 
commission arrangements. 

Address Box 925, care BOOT & SHOE neconoee 

208 Se. State Street, Chicage, 1 











duly 15, 1947 











SALESMEN WANTED 


An opportunity to cash in on the 
popularity of “LITTLE JUDITH" 
shoes as as our other well 
known lines in the following terri- 
tories: 

* ILLINOIS incl. CHICAGO 

¢ MICHIGAN incl. DETROIT 

and INDIANA 


e EASTERN PENNSYLVANIA 
e TENNESSEE 

e WEST VIRGINIA 

May be carried with a non-con- 
flicting line. 

PROMENADE SHOE CORP. 
118 W. Broadway New York 











GALESMEN, ON A COMMISSION BASIS, 
to sell complete Line Felt and Leather Hand 
Turned S:ippers and Women’s Kid Comfort 
Shoes in following States: Tennessee, North 
Carolina, South Carolina, Virginia, Kentucky, 
Minnesota, Iowa, Missouri, Kansas, Illinois, 
Michigan, Ohio, Indiana, Texas, Oklahoma, Ar- 
kansas. Address #948, care Boot & Shoe ~~ 
corder, 100 East 42nd Street, New York, N. 





TO CARRY SIDE LINE of 
and Children’s Prewelts 
the North Cen- 
3425 W. 


GALESMER, 
In-Stock Infants’ 
on commission basis in a 
tral States. SHOE-CRA INC., 
Vliet St., Milwaukee 8, Wisc. 





GALESMEN WANTED By An Old Estab- 
lished Women’s Specialty Shoe House, Bos- 
ton, Mass., to travel New York State, Western 
eangreain 1 Philadelphia, and Ohio. Men with 
experience and personal following need apply. 
Commission basis only. No drawing accounts. 
For further details address Box $=. care of 
“e* - Shoe Recorder, 10 High Street, Boston 
10 ass. 





ANUFACTURER MAKING SHORT 
LINE BETTER GRADE KID D’OR- 
SAYS and similar Slippers wants experienced, 
highly reliable men; most territories open. 
Write full details first letter. Meltzer Foot- 
wear, Inc., 1905 Park Avenue, New York City. 


LIVE WIRE SALESMAN WANTED to 
handle Fast Selling Side Line of Women's 
and Men’s Sports and Camp Moccasins. Ter- 
ritory open: South, South West and Middle 





West. Address Box 3930, care of Boot & 
a Recorder, 10 High Street, Boston 10, 
Mass. 








sc ae TO CARRY A LINE OF NOV- 

HOES FOR’ TEEN-AGERS, 
Growing Gick" Ss s in Welts and McKays 
and a Short Nov Line of Slippers. Can be 
carried as a sideline. States of Texas, Okla- 
homa, New Mexico, Louisiana, Alabama, Mis- 
sissippi, Tennessee, Kentucky, North and South 
Carolina, Georgia, North and South Dakota, 
Colorado, Utah, Idaho, Nebraska, Kansas, Mis- 
souri, Michigan, Ohio, Indiana, Oregon, Wash- 
ington, California. Address #934, care Boot & 
Shoe Recorder, East 42nd Street, New 
York 17, N. Y. 


EXAS, OKLAHOMA, ARKANSAS, MIS- 

SOURI, WASHINGTON, OREGON, MON. 
TANA, IOWA, NORTH AND SOUTH DA- 
KOTA open for Manufacturer's Short Line of 
Teen-Age Shoes. Marvelous values at $6.95 re- 
tail. Made in Middlewest. Address Box #936, 
care of Boot & Shoe Recorder, 209 So. State 
Street, Chicago, Ill. 


DE-MARKED, GIRLS’ SPORT WELT 

LINE, stocked in Chicago, has opening in 

Tilinois, Indiana and Wisconsin. Address Box 

| sarg care of Boot & Shoe Recorder, 209 So. 
ite Street, Chicago 4, Til. 











MANCFACTU RER, OLD ESTARLISEED 
CONCERN, wants top notch salesmen 

sell popular Line of Women’s House eos 
to retail for $1.98 and up. Cam carry exclu- 
sively or side line. Address #943, care Boot & 
S 100 East 42nd Street, New 





GALESMEN WANTED for all parts of New 
York and Penszsylvania to sell to the Retail 
Trade well known Men's Quality Dress Shoe 
Line and Rubber Footwear. Address 

care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 








GALESMEN FOR BOSTON AND VICIN- 
ITY to sell complete Lime of Infants’, Chil- 
dren’s and Nurses’ Shoes. CHARLES SPIE- 
GEL COMPANY, Salem, Mass. 





IS WELL KNOWN, TRADE-MARKED, 

IN-STOCK line of Juvenile Footwear has 
opening in Illinois, Indiana and Ohio. Can be 
carried with non-conflicting Line. SINBAC 
SHOE COMPANY, Chicago 6, Illinois. 





GALESMEN WANTED BY DISTRIBUTOR 
of Better Grade Men's, Women’s and 

dren's Shoes. Following territories open 
Washington, Oregon, Rocky Mountain States. 
Midwest, Obio, Pennsylvania, Kentucky, Vir- 
ginia, West Virginia and New York. Experi- 
enced men only need apply. Wendell Stuart 
no Company, 72 Lincoln Street, Boston, 

ass. 


SIDE LINE SALESMAN WTD. 


SHOE ORNAMENTS SALESMEN, Sideline; 
15% Commission. State territories covered. 
Write all particulars. Address #919, care of 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 


SIDELINE SALESMEN 


Manufacturer of Fine Line of Infants’ 
Soft Sole Shoes wants Salesmen calling 
on retail trade. Line is priced to sell. 
Give territory wanted. 


Address Box 927. care BOOT & SHOE RECORDER 
1221 Leeust St.. St. Lewis 3, Mo. 




















RY BBER FOOTWEAR DIRECT FACTORY 
REPRESENTATION; Complete Line Sta- 
ples and Novelty Rubber Boots. North and 
South Carolina, Alabama, Western Pennsylva- 
nia and Ohio. Address #949, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York, 
_ we 





CARRY LINE VELVOFOAM LATEX 
SHOE CUSHIONS, $1.00 retail. No com- 
Be 


etition; easy seller; Many open 
L ATEX PRODUCTS, 1722 South Main, Los 
Angeles 15, California. 





NY STATE OR TERRITORY, TO HAN- 
DLE MANUFACTURER’S POPULAR 
PRICED LINE of Men’s and Women's Kid 
Leather McKay Process House Slippers on com- 
mission basis, selling to Retailers, Department 
and Chain Stores. Address #935, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York, N. Y¥. 
GIDEL INE SALESMAN, netiinte tee in country, 
sell Infants’, Children’s and Nurses’ Shoes. 








CHARLES SPIEGEL COMPANY, Salem, 
Mass. 
ANUFACTURER OF METAL RHINE- 


M STONE AND CUT STEEL SHOE 
BOWS desires Salesman calling on Ladies 
Shoe Trade to carry one Small Tray of ter- 
rific Metal Ornaments. RHINESTONE CRE- 


ATIONS, 751 North 39th Street, Philadel- 
phia 4, Pa 

NOTE: CORRECTED ADDRESS FROM 
LAST ISSUE 





Goer. CHILDREN’S PRE-WELT SHOES; 
In-Stock Service = eons De'ivery. South- 


stern States Write: SYLVANIA 
SHOE COMPANY. 31 N. 4th Street, Phile- 
delphia 6, Pa. 
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HELP WANTED FOR SALE FOR SALE 
| 
WE SELL WOMEN'S =... ee 


MANAGER WANTED! 
Family Shoe idl (2) 


Junior Department Store has great 
possibilities for ambitious, capable 
young man, 

20 Miles from Asheville . 
big store in a smal] town. 
If you’re an assistant, we can train 
you. 

All information confidential. 


Address Box 928, care BOOT & SHOE eos 
100 East 42nd Street, New York 17, 


-. were a 











EXCELLENT 
OPPORTUNITY 


PATTERN & 
DESIGN MAN 


Fabric Footwear Pattern and De- 
sign man, 30-40, with complete 
knowledge of Pattern making and 
grading in California Process. 
Fabric Footwear background help- 
ful. Ability to work out style de- 
tails, follow through on production 
and direct activities of others es- 
sential. 

An excellent future with one of 
the largest manufacturers in the 
field expanding its Fabric Foot- 
wear business. Location Midwest. 
Write in confidence giving com- 
plete information on past experi- 
ence in first letter, including salary 
requirements. 


Address Box 945, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 


SALES MANAGER 
WANTED 


TOP GRADE MAN capable of 
building and taking complete 
charge of Sales Force for a Na- 
tionally known and Styled Line of 
Women’s Footwear. Must know all 
phases of Merchandising and Pro- 
motion. 


Box ys care BOOT & SHOE <r 
100 East 42nd Street, New York 17, N. 

















PARTNER WANTED 





FACTORY DAMAGED AND 


WORN SHOES, CASE LOTS 
WRITE FOR SAMPLES 


Address 770, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











FOR SALE: INVENTORY, FIXTURES, 
AND GOODWILL of a retail Shoe Store 
(Women’s), located in a City of 70,000. Store 
located at present site for 10 years. Reason- 
able rent; good location. Address #871, care 
aoet & See Bemewr 100 East 42nd Street, 
New York 17, N. 





OFFERING 
A MILLION 


PAIRS WOMEN'S 


RUBBERS 


FOOTHOLD BACK STRAP 
ALL SIZES 


7,000 DOZ. 1ST QUALITY 
5,000 DOZ. 2ND QUALITY 
ENTIRE LOT 20c PR. 


HARRY HESS — 76 READE ST. 
New York City 
Phone WOrth 2-8961 





| 


| 
j 
i 


| 


Women’s Cemented shoes. Have Lasts and 
Patterns on hand for Men's Shoes. Factory has 
25,000 square feet on one floor with two ele- 
vators, or will consider capable man for part- 
nership. 
ABBEN SHOE CORP. 
142 Green Street, Worcester, 
Phone: 2-7689 











M 2s SHOE STORE, LOCATED IN 
HEART OF CHICAGO’S BUSINESS 
DISTRICT since 1900; 
mately $30,000. Account of health wish to 
retire. Address Box #937, care of Boot & 
Shoe Recorder, 209 So. State Street, Chicago 
4 


Inventory approxi- 





FAMILY SHOE STORE, SHOE REPAIR, 
AND BUILDING. Five room apartment 
above; Finest. location in town of 2,000. Es 
tablished over 50 years. Address #939, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 





OMEN’S SHOE STORE in Maryland City, 

45,000. Established 14 years. Selling ac 
count Ill Health. Address #941, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 





A= SANDER, 5 ft. MOTOR DRIV- 

EN on base used 10 hours, like new, sacri- 
fice, $195.00. COPLAN SALES, 1333 N. E. 
Bayshore Place, Miami, Florida. 


LINE WANTED 











Attention of Manufacturers 


KIDDIES SHOES 


FOR SALE 
500 gr. Mercerized, brown as LACES, 
6," tip to tip. 5/16" x 
1000 gr. —unaaes _ brown Shoe LACES, 
# $1.75 per gr. laces 
1000 y Cotton waxed SHOE LACES, brown, 
$1.50 per gr. laces 


ota . ross laces to bundle. 
Terms: F. Paar) B. New York City. 


OFFER SUBJECT TO STOCK ON HAND 


ROYAL SUNDRIES CORPORATION 


275 Canal St., N.Y.C. Tel.: CA 6-5643 


per gr. laces 








' FOR SALE 
FAMILY SHOE STORE 
located in Brooklyn, carry good brand lines, 
volume near 100,000. Modern fixtures and 
20 years of good will. 20,000 (PLUS) stock 
at prevailing market prices. Only principals 








reply. 
Address Box 897, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 





ONLY FAMILY SHOE STORE in County 
Seat Town in Colorado, Invoice plus fix 
Approximately $10,000. 


tures and equipment. 
Denver 9, 


Address: 955 South Pennsylvania, 
Colorado. 





SHOE STORE—MEN’S, WOMEN’S AND 
CHILDREN’S. 100% 

wing city, 10 miles East 
_ Angeles. New stock and Fixtures. Brand- 
ed i Five year lease. Iliness forces sale. 
Cash required about $12,000. Olmstead Shoe 
Store, 513 Whittier Blvd, Montebello, Calif. 





W ANTED—PARTNER, TO TAKE ONE 

HALF OR ONE THIRD INTEREST in 
Family Shoe Store in Mid-West Section of the 
country, doing profitable business of over half 
million. Senior partner wishes to retire. Ad- 
dress #950, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 
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F OR R SALE: WOMEN’S BETTER GRADE 
SHOE DEPARTMENT Located in Milwav- 

Finest Exclusive Women’s Store. Air 
i lent 
concession arrangement. 
care of Boot & Shoe Recorder, 209 South State 
Street, Chicago, IM. 











West Coast Shee Travelers Associates have capable 
salesmen in thelr organization te represest your 
company. All territeries Denver West. tf you heave 
openings in above territeries commaniente st ence 
with cur Association, ag = SHOE 
TRAVELERS ASSOCIATES. ROOM 323. HAAS 
e.DG.. 2189 WEST SEVENTH STREET, Los 


ANGELES 14, CALIF. 











ANUFACTURER’S LINES WANTED by 

Detroit resident representative, traveling 
Michigan, Ohio, Indiana. GOSCINSKI, 9765 
North Martindale, Detroit 4, Michigan. 





SINCE Gs WITH YEARS OF EXPERI- 
ENCE in the Chicago area is interested in 
a strong Line of Shoes. Address Box #946, 
care of Boot & Shoe Recorder, 209 South State 
Street, Chicago 4, Ill. 





M ANUFACTURERS— Wholesale Distributor 
opening in Chicago area will serve good 
Shoe Stores in Middle West. Factories mak- 
ing Sport Welts please send details. Also in- 
terested in represen’ Lines that will fit into 
— setup. Address #940, care of Boot 
& Shoe Recorder, 209 South State Street, Chi 
cago 4, IL 
OMEN’S NOVELTY OR SPORTS, Mid- 
west Territory for St. Louis Resident 
Salesman. Large following. No jobbers. Ad- 
dress Box #942, care of Boot & Shoe Recorder, 
1221 Locust Street, St. Louis 3, Mo. 


BUSINESS OPPORTUNITY 


SHOE STORE LOCATED IN GOOD Sec 
tion of Brooklyn, established over six years, 
wants Competent Partner. Good income as 
sured. = ogy number in reply. Address 
#900, care Boot Shoe Recorder, 100 East 
42nd Street, New Sok 17. N. Y. 























Boot and Shee Recorder 




















POSITION WANTED 


WANTED TO PURCHASE 


WANTED TO PURCHASE 








YOUNG LADY, NOW EMPLOYED BY 

SHOE MANUFACTURER, experienced in 
Shoe Sales, Management Sales Office—Sample 
Room, seeks position, preferably with establish- 
ed Manufacturer of Women’s Shoes, St. Louis 
area. Free to travel. Excellent references. 
Salary open. Address Box #933, care of Boot 
& Shoe Recorder, 122! Locust Street, St. Louis, 
Mo 





Quality Shoes for Men, Women 
end Children 


BARIS BUYS for CASH 


Scrupsioes Protection fer your 
BARIS SHOE CO., INC. 


. Shoe Stores 
Short Term Leases Assumed 
Nome oad Brand Since 1932 














79-81 READ STREET WOrth 2-5180 NEW YORK 7, M. Y. 
FOR RENT 
CASH PAID FOR WANTED!!! 
FOR RENT SHOE STORES SHOE FITTING 


STOREROOM, Approximately 20 by 62 feet, 
on Main Business Street of Lewistown, County 
Seat of Mifflin County, a thriving Industrial 
Community of 15,000 population; the shopping 
and commercial center for approximately 50,- 
000. Inauire: 


Herry L. and Robert Siegel 
ttorneys 
Lewistown, Pennsylvania 














FUR TRIMMING 








RABBIT FUR TRIMMING 
IN PASTEL SHADES 
FOR THE SLIPPER TRADE 
Write for Quotations to 


NATIONAL FUR DYEING CO. 
447 S. Hewitt? St., Los Angeles 13, Calif. 














MERCHANTS’ NEEDS 








Fischer Self Adjusting Bunica 
Protector 

Relieves Pressure on Bunica, Pre- 

= oe Preserves 

Shape ef Hides Deformity. 

Ask Your Shoe Findings 
Jobber 

Est. over 40 years 


THE FISCHER MFG. CO. 
Milwaukee (1. Wis. 














FIT COMES FIRST 
with the original 
SHOE DOCTOR SHRINKERS 
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$]5.00 § 


Special combination offer $32.50 (fluide 
included in above prices). 


a% 
: 


July 15, 1947 











X-RAY MACHINE 


State Price; Make; Age. 
RAIFF’S DEPARTMENT STORE 
|, N.C. 














YOUR MAME PROTECTED . 


1215 Washington Avesse—St. Leuis, Me. 


TOP PRICES FOR YOUR SURPLUS BETTER GRADE SHOES 


RELIABLE SPECIALISTS IN FINE SHOES FOR 15 YEARS 


M. K. WEIL SHOE CO. 











WILL BUY CLOSE OUTS AND 
COMPLETE STOCKS 


22 oe oe oe ee oe 
FOR CASH 
— 


BROITMAN-GAFFIN SHOES, 
147 Duane Street, New York 7, N. 
Telephone: WOrth 2-4548 











SELL YOUR JOB LOTS 


TO 

SAM CAMITTA & SONS 
95 Reade St., New York 13, N. Y. 
FOREMOST SHOE SUYERS SINCE 1906 

















Says Profit-Sharing Increases 
Production, Improves Quality 


Boston, Mass.—The Hartnett Tan- 


“ning Co., of Ayer, Mass., which pro- 


duces elk side leather, has just dis- 
tributed to 141 of its tannery employes, 
profit-sharing checks totaling $23,262.79, 
thus increasing average earnings from 
a higher-than-union scale of $1.21 per 
hour to $1.36. This distribution, the 
third since the company was formed 
early in 1945, was deducted from profits 
earned by the company in the six 
months’ period beginning September 1, 
1946. No one financially interested in 
the company received any share of this 
distribution. 

This company, an affiliate of the Co- 
lonial Tanning Co., of Boston, which 
also has a successful! profit-sharing sys- 
tem for its employes, has had, under 
the management of Frank Hartnett, an 
amazing production record, attributed 
in large part to the enthusiasm of well- 
paid workers. Having borrowed a large 
sum of money from the Colonial Tan- 
ning Co., he has used it, as he himself 
has said, “to increase production and 
to improve the quality of our leathers 
which, ultimately, should mean in- 
creased profits. For example, for the 
week ended Jan. 5, 1945, we had 59 
employes and our payroll was $2,141.00. 


For the week ended June 7, 1947, we 
had 199 employes and the payroll was 
$10,856.00.” 

This last payment to Hartnett em- 
ployes represents approximately 30 per 
cent of the total profits of the com- 
pany for that period. 





Make New Shoes Look Old 


SypNEY, N.S.W.—A Sydney (New 
South Wales) factory has opened a 
special section of its plant where ex- 
perts make new shoes iook like old. The 
men on the job claim that they’ve de- 
veloped the latest art in shoe-making 
giving men’s shoes a “walked-in” and 
worn appearance when they are bought. 

Sales manager for the firm, Selby 
Shoes (Australia) Limited, is M. 
Hughes. He says: 

“Men dislike wearing clothing which 
is obviously new. Most men feel that 
clothing of any sort doesn’t attain its 
full virtue until it has that slightly worn 
look about it. Men go to all sorts of 
pains to break in new pipes . . . soldiers 
hate the appearance of new boots. We're 
just applying a little psychology to our 
shoe production, that’s all. At the same 
time, of course, we’re providing a wel- 
come relief for those men who buy a 
pair of shoes and just wear them round 
the house until they’re broken in.” 














MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 


WANTED TO PURCHASE 











*ADULT MODEL $15.00 
*JUNIOR MODEL $12.50 | 


Efficiency | 
Of Fit 


YOURS WITH THE NEW 


EBunte 


Wir the Brannock Adult and | 
Junior Model Devices, the shoe fitter 
can get immediate “Heel-to-Rall” — 
“Heel-to-Toe”’—"Width-ot-Ball’' direct 
measurements. This means speedy, 
occurate fitting; more sales per fitter; 
more perfect fitting; fewer misfits 
with their subsequent costly and 
troublesome exchanges. 

*Available ot special Sapa ote price | 
if ordered through certain | 
focturers—for this list and to details | 
write to 


THE BRANNOCK DEVICE 


MPANY 









How to Increase 
Your Men’s Shoe Volume 
[CONTINUED FROM PAGE 125] 


supplement it with your own ideas and 
the results will be even more successful. 

Let’s suppose that one of the window 
displays your manufacturer offers you 
for Fall features brogue styles and a 
football theme is used. You can take 
that as a starter and build around it and 
develop a local promotion that will bring 
men into your store in droves. Decorate 
your windowinyour local school’s colors. 
Have a card in your window giving the 
schedule of games to be played. Borrow 
a football, a headgear and other foot- 
ball paraphernalia from your local 
sporting goods store for your window. 
Use your school’s pennants in your win- 
dow and inside the store. All this is 
dramatization of an idea. It makes peo- 
ple stop and look. It makes them think 
more of your store. It adds to your 
prestige. It helps to create desire for 
your shoes. It enables you to sell more 
shoes! 

You are creating desire when you use 
imagination and dramatics in your win- 
dow; when you see to it that the shoes 
in your window always look their best 
(properly formed, laced and polished) ; 
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NEW AND IMPROVED 


$5.00 Pouy Cup 





GROSS for Price Tickets 
$9.75 
HALF GROSS 
TILTS AT 
ANY ANGLE 





M. D. POLLINGER CO. 


HOLLAND BLDG. ST. LOUIS, MO. 


| 
Mtats «wv. Ideas 


ADVE REISING 














NEWSPAPER, 


—if you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 
A quorterly matrix service of carefully 
written copy, photographs and beauti- 
ful art work for direct mail aad news- 
poper advertising. 


2. Vincent Edwards Idea Clip- | 
ping Service 
Actual newspaper tear sheets of ads 
of shoe stores; you select the exact 
stores and cities you want to see or 
leave the selection to our advertising 


stoff 
3. Learn Advertising at Home 


Advertising is an interesting stedy and 
Eee you to write more effective 
letters; to acquire a sow vocabu- 
lary; to com sales and 
merchandising sales a of a business, 
and to be deflaitely =o © 
recommend business development 


VINCENT EDWARDS & CO. 
World's largest advertising service 
organization 


342 Madison Avenue, New York City 

















when you have informative cards placed 
strategically in your window pointing 
out the various desirable features. 

You are creating desire when the 
atmosphere of your store is friendly; 
when your clerks never fail to greet a 
customer with a smile; when courtesy 
prevails at all times. 

You are creating desire when you 
keep your brand name before the public 
through consistent newspaper advertis- 
ing, radio announcements and direct 
mail. 

How to increase sales volume? 

1. Advertise and promote your brand. 

2. Set aside a definite amount of 
money in advance for advertising. 

3. Plan your promotions for several 
months ahead. 

4. Take advantage of your brand’s 
national advertising and all the 
promotional helps available to you. 

5. Tie in your local promotions with 
the national advertising theme and 
each separate promotional idea. 





WE BUY 
SURPLUS AND COMPLETE STOCKS 
OF BETTER GRADE SHOES 
FOR CASH 


SHORT LEASES ASSUMED 


YOUR NAMB AND BRAND 
| PROTECTED 


| IRVIN RUBIN, INC. 
“The House of Jobs” 

89 READE STREET 
New York City 

Phone BARCLAY 17-7887 











CASH FOR YOUR STORE 
|] stores and Chains wanted in Pennsylvania, 
Jersey, Delaware. 


Address G22. care BOOT & SHOE RECORDER 
100 East 42nd Street, New York (7, N.Y. 











GET TOP VALUE 
In Selling Your 
e SURPLUS STOCKS or 
* COMPLETE STORE 
CAMITTA SHOE CO. 


120 No. 4th St. Phila. 6, Po 
M@bard 2062 














6. Make your windows as attractive 
and dramatic as you can—and keep 
them that way, every day, the year 
around. 

Do these things and you create desire 
for your brand. Create desire and men 
will buy. It is a simple formula, but it 
works. It will work for you, too. 





H. C. Godman Re-elects 
Officers 


CoLtumBus, O.—F. A. Miller has been 
reelected chairman of the board of the 
H. C. Godman Co., shoe manufacturers 
here, and J. O. Moore was renamed 
president. Other officers reelected 
were: J. L. Davis, vice-president-treas- 
urer ; B. H. Crompton, vice-president; 
N. E. Smith, secretary; H. W. Howe, 
assistant secretary and assistant treas- 
urer. 

Directors renamed were J. H. Bauer- 
meister, Mr. Crompton, Mr. Davis, U. 
L. DuBois, G. E. Hymrod, Jr., H. J. 
Kaufman, C. A. Laubach, Mr. Miller, 
Mr. Moore, Mr. Smith, and W. IL 
Vorys. 

M. J. Kuhn, superintendent of the 
Logan, O., plant, was also elected to 
the board of directors. 

All officers of Miller-Jones Co. and 
Colby, Inc., also were renamed at the 
annual meeting of the Godman firm 
and subsidiaries. 


Boot and Shoe Recorder 











Adrian, M. B., & Sons X- eg oo 115 


Air-O-Matic Shoe ae peers ee 12 
AllPeece Corp., The ....- vin . 148 
Allied Kid Company .......---- 132, 133 
Altschul, Julius, Inc........--+- pee 150 
American Fixture Co.... . 126 
American Hide & sour Renta ee 
American Shoe Co.. 2 ee 152 
Amer, William, Co........-.-+++- 97 
Arlynn Shoe Co.........--+-++++- . 154 
Armstrong Cork Company sce anaee 6 
Arnoff Shoe Co. .. boadatous 
Baris Shoe Co., Inc. ....154, 160, 165 
Beaudin, L. E., Shoe Co.........- ae 
Bloom-ease .. ry seuee 140 
Brannock Dev ice “Co. sa veshee -- 166 
Brauer Bros. Shoe Co... ... sar gemine 72 
Broitman-Gaffin Shoes, Inc. oc BGO 
Brown Company bs moe eesogeees 52, 33 
Brownsville Importers ‘ soe Ee 
Camitta, Sam, & Sonms..........-- -. 165 
Camitta Shee Company .........--+- 166 
Cannon Shoe Company pees pazees 35 
Cavalier Company ..........-- ; 122 
Chicago Shoe Market ee 
Chrysler AlrtemP ....ccccccc- coves 23 
Cohan, William, Co... bekanke 154 
Colonial Tanning Co. .........- 18, 129 
Commonwealth Shoe & Lea. Co. -. 8&4 
Craddock-Terry Shoe Corp. 37 
Darlington Fabrics Corp. ........... 117 
Desco Shoe Corp. ..... séasea. Bae 
Dewey & Almy Chemical Co.. - 61 
Dougias, W. L., Shoe Co... ....10, 11, 158 
Drew Irving Corporation ..........-. 3 
Du Brin Uniforms .... iuogd ae 
Edwards, J., & Co., Inc hse oven: “ae 
Firestone Rubber & Latex Products 
cn «x _ sntca ses s¥edee $5 
Piacher BGs. Ce. ...-sccoecescsscces -. 165 
Florsheim Shoe Co ; si 
Flynn, John, & Sons, Inc... ....... 146 
Foot Pieasure Shoe Co toute aa 
Fortune Shoes : 19 
Friedman-Shelby Shoe Co. Front Cover 
General Shoe Corporation .. ee 
Gerberich-Payne Shoe Co. (<cane- Te 
Gerda Footwear Co., Inc.........118, 123 
Gilbert Shoe Company er ame 1 
Godman, H. C., Co... —_ tke 15 
Goodwill Shoe Co............ , . 154 
Green Shoe Mfg. Co......... Back Cover 
Greenhood Shoe Co..............- 157 
Gro-Cord Rubber Co. ss avis ia - 119 
Groves Shoe Company . see 147 
Hale, Alfred, Rubber Co... ...... 7 
Hess, Harry .. . Sit aiegiede ee 
Holland-Racine Shoes - - 2 
Hubschman, E., & Sons, Inc.. ‘@nd Cover 
Indian Footwear (India).. ondae ae 
Iselin, Wm., Co., Inc... _ con ee 
Jansen Shoe Co............. stin e 
Jarman Shoes .. inh seeeed io. 
John Arthur Shoe Mfg Co... ono See 
Johnson, Stephens & Shinkle Shoe Co. 77 
aupen, TRG «<-cesesce con OS 
Juvenile Shoe ‘Corp. of America. «Vee 
Keith, Geo. E., Co. se< 0 4eee 5 
DOD scone. de> <8hs + 000d ew 8 
Kleinerts, I a Rubber _ Niesagbenteiae 36 
Kreider, A. S., Shoe Co. <o-e8udes 7 
LaCrosse Rubber Mills Senne . 
Ladies Home Journal Sans coves an 
i, Dus Gb Ms «264s veascnerse 16 
Lawrence, A. C. Leather Co.. . 136 
Leatherbury Shoe Be Gwe <eeden 135 
Lederer Industries ... ee : 146 
Lion Sandals sdesnus ses Bae 
Longini Shoe Mfc. Co.. , 65 
D-DD. o canccuecspesvencseuenan 31 
Lyons & Company....... ...157, 158 
Mansfield Shoes ............ » 2 
Marks, C. W., Shoe Co....... = 
Maxine Origirals i. 3% —_ . 134 
McBreen Shoe Co........ -.152, 157, 160 
Michele Fonticoli ...... ‘< 
Miller, O. A.. Treeing Machine Co. 41 
Mishawaka Rubber & Woolen —_. o. 7 
Mohawk Carpet Mills..... ‘ 128 
Monroe Bros. Co...........-.- ocho. 
Moore Fabric Co. ...........+00-s0. $1, 99 
Moulton, Bartley, Inc............. 46 
Mrs. Days Ideal Baby ‘Shoe Co. . 142 
National Fur Dyeing Co..............- 165 
Natural Bridge Shoemakers... — 
Nevelk Company, The .............++- 139 
Nunn Bush Shoe Co............3rd Cover 
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Br. Posner's Ritesterts in 
Pre-Welkers and First- 


Br. Posner's Scientific 
Shoes for Scheel. 





GIVE TOUR CHILD 
CORRECT BODY BALANCE 

Also Makers of Muscle Builders (to prevent pronation [weak 

foot]); Flying Aces for Boys; Teen Types for the Growing Miss. 


We Lidlemced Lite 


means a steady stream of customers! 


In the Dr. Posner’s Balanced Line, there’s a shoe for every child 
“from crib to college days”. This means that once you get a child 
started in a Dr. Posner shoe, the mother remains a customer of 
yours until the child grows up. This 10 to 15 year cycle of sales 
reduces your selling cost, multiplies your profit, and adds to 
your reputation. 


National advertising in 4 color pages in Good Housekeeping, 
Parents’ Magazine — also in black and white advertisements in 
other important national magazines, creates a flow of good will 
that is a bankable asset. 


DR. A. POSNER SHOES, Inc. 137 aan ES. 13, N. Y. 
Factories: Allentown, Pa. + New Oxford, Pa. - Chicago Sales Office: Merchandise Mart, Room 1046 
Los Angeles Sales Office: Haas Bidg., Suite 1112 





- 
Ohio Leather Co., The........ - 21 Deion, TE C.. GB cccccccsessecs «++ 16 
Spiegel, Chas., Co., Imc........... 116 
Para Thread Company ...... covseee. 68 | Taylor, E. E., Corp............+... 9 
Peters Shoe Company ° me 7s | Taylor, Thomas, & Sons, ie aes. Ce 
Pilot Shoe Company... a Tingiey-Reliance Rubber Co... oo 266 
Pincus, Lester, Shoe Corp........... 109 | — Saifer Shoe Mfg. Co. oe 74, 75 
Pollinger, M. D., Co. 2 . 166 rimfoot Company . picuaee 7 
Posner, Dr. A.. Shoes, Inc........... 167 | Trostel, Albert, & Mine. - o25 Sad caaeaee 
Pre-Vue Plastics ...... ...- 160 | Tyer Rubber Company ........-.- 30 
ima, Inc. serene= veueoneves .. ae 
United Shoe Machinery Corp. 
—- mates on a8, 208, 7 
Red Goose Shoes............Front Cover | -- _ 4y —#~ on 
Rice-O' Neill EN algae cis 7 | Universal Shoe Form Co...... sedes 33 
ger Kent Plastics........ iesaces Ae’ 3 
Reval Foctwear | Saalbach a Sapo : 0 A we eee & Co... .-+++5 : ” 
3 Teer | os oees 
Rueping, Fred, Leather Co.. - 39 | bho 4 Shoe Company ceereccsees ast 
. | Vosburg Foot Appliance Co. sacee En 
SE, B... ssccosssavteos seese OS * . > 
* Walk-Over Shoes ........ see+e6 5 
| mee > 2 CO... ++. ee eeee as-s0 Oe Weil, M. K., Shoe Co......... 83, 165 
Sbicca, 4 nc. ’ “9 ae Winthrop Shoe Company ........... 79 
Soong esoseee | Wohl Shoe Company ocsccety UO Ue 
San bane Mes Orthopedic | Lab. 154 | 
holl ‘0., Inc. 113, 159 
Servus Rubber” oo. . jeewneeete aes t | X-Ray Shoe Fitter Co.........-.-.+++- 130 
Se BBS Giic on. vv cc ceseececenes 158 
Shaw, M. T., Inc. ay ~..+++- 143 | Yankee Shoemakers ..... - o« 28 
167 








How to Combine Toe Style and Toe Comfort 





For toe freedom—like walking on clouds—use Celastic box toe il: 
material. There's a three-in-one union of box toe doubler and 
lining—that keeps linings sag-free, wrinkle-free. 
Keep toe styles smart—use Celastic to reproduce accurately the toe lines of the last. 
Both toe comfort and style are a step ahead with Celastic. 





UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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LA 


Style 2327 
Brown Scotch Grain 
HEAVYWEIGHT Sole 
Leather Heel 


=~ 
Whe Olyde 

Style 824 
imported Brown Scotch Grain 
HEAVYWEIGHT Sole 


Because you Need Fine Shoes... 





Nunn-Bush strives earnestly to build Nunn-Bush 
Shoes better than anyone has ever made shoes before 

. not so Nunn-Bush Shoes might triumph over 
others, but because men meed shoes made better. 
By encouraging in Nunn-Bush workers the instinct 
which impels men to do things right, Nunn-Bush 
Shoes have become one of the world's most satisfying 
products. Are you enjoying Ankle-Fashioning — 
its greater comfort and added miles of smartness? 


~~ 


Wr CL, 
The Clyde 
Style 868 
imported Brown Scotch Grain 

HEAVYWEIGHT Sole 
Leather Heel 


See Your Local Nunn-Bash Merchant 
NUNN-BUSH SHOE COMPANY + Maeaafacturers « MILWAUKEE 1, WISCONSIN 

















GROWTH 
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